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You’ve Got To 
Carry a Card... 


. .. to shop at any of these closed member- 
ship stores—and they have big plans for 
the coming year. see page 2 


What’s In a Name 


Plenty, says Northern Electric, which feels 
it has half the electric blanket business 
now and hopes to make even more progress 
as it promotes its own name. see page 3 


A Dishwasher a Day 


Seven years ago this Brooklyn dealer was 
selling eight a month; today he sells over 
400 a year. 


see page 14 





SPECIAL REPORT ON COOLING 
Air Conditioners: 


A Split Personality 


There’s evidence of it all around and if 
you know how to capitalize on it you can 
sell more units. see page 16 


When It’s Hot 
So Are Fans 


Thanks to the weather, last year was a 
good one for fan sales. What are the pros- 
pects for 1960? see page 18 


Those Controversial 
Evaporative Coolers 


They’re praised and damned—and pretty 
well misunderstood but still they sell bet- 
ter and better each year. see page 20 


Dehumidifiers 
By the Carload 


That’s the rate at which they were selling 
in Connecticut last summer thanks to a 
utility promotion which made everyone, in- 


cluding dealers, happy. see page 30 
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A Winter Season For 


AIk 
CONDITIONERS? 


SOME SAY: I'll Buy It 
OTHERS: We'll Try It 


NOBODY’S going very far out on a limb. 
But everybody would like to be in on the 
eravy if winter promotions catch on. 

ONE THING’S FOR SURE: [here were more 
winter promotions this year than there 
ever have been. Here are three reasons: 


1. The steel strike reared its ugly head and 
dealers got scared. So they bought—where 
there were units for them to buy. After the 
settlement, they wanted to move those units 
—come hail, sleet, or .what-have-you. So they 
promoted. And the manufacturers helped 
them. 

“We’re promoting much more heavily this 
winter,’ was the word from RCA-Whirlpool. 
‘“‘More by far than any other.” 

And from a G-E spokesman: “There’s been 
a tremendous quantity of early season stuff. 
This is probably the biggest early season 
year in the industry.” 


2. The excise tax, according to many sources, 
was the main reason for the rush of winter 
promotions. Before the Dec. 1 deadline on 
manufacturers’ shipments, there was activity 
where there were units. Distributors’ ware- 
houses and dealers’ floors were crowded. So 
the push to sell them began early. Again, 
the manufacturers were ready to help. Even 
the ones who didn’t have tax-free merchan- 
dise in the pipelines were making noise. 
“Sure we’re pushing hard,” came a com- 


HERE’S A SAMPLE of the ads that turned this 
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ment from Westinghouse. “We’re not playing 
up the tax angle, of course. But it’s quite an 
incentive to the consumer to buy early. So 
we came out with our own incentives.” 
And, from Chrysler Airtemp, one of the 
manufacturers who is playing the tax tune: 
“We’re promoting as hard as anyone else. 
But the tax thing isn’t the only angle.” 


3. A late heat wave not only bumped up in- 
dustry totals for the summer, but it kept air 
conditioners moving through the fall and 
right into winter. “They never did stop,” 
exulted one source. Manufacturers, again, 
were ready to follow up the lead. 

“We’re promoting this winter, all right,” 
came a Carrier comment. “But ours is a sort 
of reminder thing.” 

Bypassing words like promoting and push- 
ing, a Fedders spokesman called it “perking 
up the public.” A coffeepot never perked 
so hard. Fedders ads are splashed across the 
country. It proves one thing another Fedcers 
man said. You can sell air conditioners any 
time—with the proper promotion. 

Continued on page 4 


January into June for the air conditioning industry 
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Winter Olympics Via Ampex Tape 


SQUAW VALLEY STUDIO is inspected by sportscaster Russ Hodges, right, radio 
producer Franklin Miculi, left, and Neal K. McNaughten of Ampex, standing. 
Hodges and Mieuli will cover the games on tape for nearly 200 stations, sharing 
the Ampex studio with more than 100 foreign announcers. 





What Will the Year 1960 Bring 
For Closed Membership Stores ? 


With $200 million in business 
behind them in 1959, they 
look for more of the same this 
year, and in addition: 


Expansion of six present stores by 
800,000 square feet; and addition of 
12 stores by present membership; 


Opening of five new stores at At- 
lanta, Norfolk, San Juan, P.R., 
Houston, Fort Worth; 


Introduction of more home brand 
items; 


A> militant fight in Washington, 
D.C. to preserve legal rights to the 
availability. of merchandise and 
against restraint of trade in fair 
trade states. 

Plans were unfurled in a four- 
day meeting of the National Assn. 
of Consumer Organizations at Phoe- 
nix, Ariz., by 218 delegates repre- 
senting 14 members operating 30 
stores in the United States which 
sell only to consumers who are 
“members.” 

Retiring President Bernard Krit- 
zer of ABS, Santa Ana, Calif., left 
on a keynote of unbound optimism 
for the future of the membership 
stores ‘“‘born of failure of the present 
economic trend to develop for the 
benefit of the consumer.” 


He credited progress to the addition 
of 12,000 to 25,000-foot supermar- 
kets to present stores; a better qual- 
ity control and liberal return and 
guarantee on merchandise; empha- 
sis toward heavily guaranteed prod- 
ucts, and development of store- 
brand lines in drug and soft goods 
departments. 

“We have had fair trade prob- 
lems. But the fair trade firms which 
fight us in fair trade states, do their 
utmost to sell us in non-fair trade 
states,’’ he noted. 

Robert Alexander, new merchan- 
dising co-ordinator, reported on 


success of the recent Houseware 
Show at Chicago and said its re- 
sults will change association con- 
vention and buying plans. In the 
future, the association will work the 
market as a group, doing the same 
for electrical appliances, soft goods 
and other departments. 


Major and small electrical appli- 
ances remain the best traffic items, 
store operators indicated, both in 
white and brown categories. 
“Once called “closed-door dis- 
count houses,” the NACO member 
stores don’t use that terminology 
now.” “Don’t call. us ‘discount 
houses,’”’ Kritzer said. ‘“‘We’re not. 
Those advertising as ‘discount 
houses’ eventually will break each 
other’s backs. They can’t continue 
to sell low, advertise and compete. 
“By staying in low-cost, remote 
areas, by confining advertising to 
direct mailing to memberships, by 
concentrating on that 12-hour span 
of the week which statistics show 
produces 72% of our business, we 
can maintain our 20% margin. Why 
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MERCHANDISING WEEK 


In the Far West Spotlight: 


Barbecues, Can Openers 


They were appliances which 


‘got favorable attention from 


outdoor-minded buyers last 
week beside the Golden Gate 


The 20,000 housewares-gift buy- 
ers at the San Francisco Gift, 
Housewares and Toy Show found 
that the heavy-volume appliance- 
furniture and department store 
buyers were missing at the show. 
They’d purchased their wares dur- 
ing the previous Market week. But 
the gift buyers went for these items: 


Barbecue equipment seems destined 


to sell in a replacement market this 
spring and summer in the Far West, 
manufacturers indicate. This year 
droves will turn to more elaborate 
braziers and will look to appliance, 
hardware, giftware stores for ex- 
pensive units. Said a Northern Cali- 
fornia hardware-giftware dealer at 
the Merchandise Mart: “This year 
we'll make $20-$25 profit on bar- 
becues—and it has been a long time 
since we’ve made much of any- 
thing on them.” 


Can openers sold well to the gift- 
wares stores. Nobody was sure just 
why. “The public thinks of them as 
gadgets. The husbands consider 
them unnecessary at the price. May- 
be women are talking among them- 
selves. Somebody is giving the can 
openers a good word—because they 
are selling and so far there’s still 
a profit in them,” an agent told EM 
Week. 


Coffeemakers and frypans continued 
in favor, too, Landers, Frary & 
Clark salesmen reported. Trend 
here again is to the high end of the 
line with the replacement market a 
big factor. “Dealers are buying 
differently now,” one exhibitor re- 
ported. “They are still interested in 
the looks of coffeemakers and fry- 
pans, but they expect to have to 
demonstrate and describe the ther- 
mostat and other ‘innards’ to peo- 
ple who owned one before. So they 
want a quality product which can 
insure repeat business.” 








Gold Medallion Homes: 
New Status Symbols? 


That’s a possibility, according to 
George T. Bogard, manager of Gen- 
eral Electric’s newly formed Resi- 
dential Market Development Opera- 
tion. He told. a New York press 
conference that 4 million Gold Me- 
dallion homes and apartments is the 
target for the “Live Better Elec- 
trically” program during the next 
decade. And they may replace auto- 
mobiles as ‘‘status symbols.” 

Aim of the new nationwide G-E 
unit, Bogard went on, is to aid 
builders to construct and merchan- 
dise better residences (with em- 
phasis on electric appliances and 
electric heat). One of the first re- 
sults of G-E’s effort: an 18-minute, 
color motion picture showing the 
advantages of an electric-powered 
Gold Medallion Home. 





WORLD NEWS 


@ More German manufacturers reduce their prices on small elec- 


tric appliances. 


e@ The Russians claim they have “wallpaper” that takes the place 


of heating systems. 


e Another Japanese television set factory moves into production. 


BONN (McGraw-Hill World News) 
—Most German manufacturers of 
small household appliances have re- 
duced prices on toasters, electric 
irons, coffeemakers, hair dryers and 
other electrics by an average of 
10%. They are following the ex- 
ample of Rowenta-Metallwarenfa- 
brik GMBH, whose price reductions 
were covered in the last issue of 








pay 200%?” EM Week. 
THIS WEEK’S COLOR TV 
MONDAY (AII Times E.S.T.) FRIDAY 
6:30 A.M. (NBC) Continental 9:30 P.M. (NBC) Masquerade 
Classroom (Monday-Friday) Party 
11 A.M. (NBC) The Price Is 
Right (Monday-Friday) SATURDAY 


12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
8:30 P.M. (NBC) Ford Startime 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30. P.M. (NBC) The Price Is 
Right (Bill Cullen, Emcee) 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) 
Ernie Ford Show 


Tennessee 


10 A.M. (NBC) Howdy Doody 

10:30 A.M. (NBC) Ruff & Reddy 

2:15 P.M. (NBC) Professional 
Basketball (The Detroit Pis- 
tons versus the Cincinnati 
Royals) 

4:30 P.M. (NBC) Racing from 
Hialeah (The Widener) 

7:30 P.M. (NBC) _ Bonanza, 
Tonight “Desert Justice” 


SUNDAY 
8 P.M. (NBC) “Shadow of a 
Soldier” starring James Whit- 
more, Melvin Douglas 
9 P.M. (NBC) Chevy Show 








LONDON—British electrical indus- 
try exports hit an all-time high of 
798 million last year. And sales 
overseas accounted for 20 to 25% 
of total production, according to a 
report from the British Electrical & 
Allied Manufacturers’ Assn. Largest 
export earner, as in _ previous 
years, was power plant and indus- 
trial machinery. Second: Radio, 
electronic and tele-communications 
apparatus. 


MEXICO CITY—Armed with more 
per capita spending money than 
they’ve ever had, Mexicans are buy- 
ing electric organs. A U.S. company, 
Magnus, has sold 2,000 of them after 
eight months of operations in a 
small Mexico City manufacturing 
plant. Price: $160. 


MOSCOW—The Russians claim 
they’ve developed “wallpaper” with 
built-in heating units—doing away 
with the boilers, pipes and radiators 
normally found in heating equip- 
ment. The secret: A 70-cm belt of 
panel heating elements made of 
high-polymer compounds. 


TOKYO—Assembly lines are roll- 
ing at Matsushita Electric’s new $5.5 
million TV set plant. Monthly pro- 
duction goal: 80,000 sets. 
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Once Anonymous Northern Electric 


Nixes Hiding Light Under Bushel 


The quiet history of Northern 
Electric Co., which says it makes 
about half of all the electric blan- 
kets sold in the United States, will 
soon take a new twist. Up to this 
point, the Chicago-based company 
has kept its light under a bushel— 
or a blanket. Now, mostly because 
brand identification is needed, 
Northern is starting a five-year pro- 
gram to get credit for what it has 
been doing all these years. 

In the past, Northern wasn’t fool- 
ing about anonymity. Even today, 
the home plant in Chicago, com- 
pletely lacks identification. There 
is not, on the outside or in the in- 
side, any sign at all, except the 
address. The only way a visitor can 
discover the name of the firm is by 
asking the receptionist or by in- 
specting a Chamber of Commerce 
plaque on the waiting room wall. 
This refined anonymity over the 
years kept Northern in the “dark” 
as to brand identification. 

Northern is primarily a producer 
of vrivate label blankets. It makes 
Sears’ units, for example, as well 
as blankets for many of the auto 
supply chains, department stores, 
variety stores and so on. “In fact, 
we make private labels for anyone 
who can order and pay for 2500 
blankets,” says Dudley Woodman, 
Northern’s sales manager. But the 
company has been building its own 
lines, too. There are seven or eight 
labels, including Northern, North- 
ern Deluxe Crestwood, Century, 
Laurel and Empress as the impor- 
tant ones. This week, the Challenger 
line will appear. Henceforth, all 
these will carry their name, plus the 
legend ‘By Northern.” 


The reason for many lines is simple: 
They allow Northern to sell each 
type of outlet according to its needs 
without providing the chance to 
football the line against another 
type of outlet. Thus, the Northern 
line is strong in catalogs; Northern 
Deluxe has good department store 
representation (even to the point 
where it is sold in the same store 
with a Northern private label blan- 
ket); Crestwood is the distributed 
line, sold by many appliance deal- 
ers. Utilities like the Century line; 








LESS ANONYMITY is the aim of Dudley Woodman of Northern Electric. 


Laurel is the promotional and price 
line; house-to-house men sell the 
Empress. 

Northern calls this kind of dis- 
tribution ‘‘comprehensive.” It does 
indeed allow retail competitors to 
remain friendly, as they don’t com- 
pete on the same name. Of course, 
there are those who say that any 
manufacturer with half of any mar- 
ket has comprehensive distribution, 
no matter how it does it. 

The new name-building program 
has no tag-line, no slogan, no name. 
It does have a budget, and the 
wheels are rolling. Northern has re- 
tained, for example, a public rela- 
tions agency for the first time. This 
year’s sales training film is a top- 
quality job. All advertising mes- 
sages will stress the Northern name 
only slightly less than the brand 
name. 


The new lines, out this week em- 
phasize this direction. The Chal- 


lenger line, for example, is another, 


bid for department store business, 
but this time through exclusive dis- 
tributors. There is some feature up- 
grading across the whole line. Many 
controls now have hangers for 
headboard use; there is one 100% 
acrilan line aiming at carriage trade 
department stores; the Crestwood 
line has had orlon added to the 
cover fabric blend and will have 
controls matching blanket color. 

“We’re happy with the private 
brand operation,’ says Woodman, 
but real long-term growth, we be- 
lieve, has got to come in our own 
name, and largely through the dis- 
tributed lines. Anyway, that’s where 
we’re spending money. We think 
we’re buying a stronger place in 
the future market.” 





Admiral Unveils 7- Transistor Radio 


Striking what it called ‘another 
major blow to the Japanese elec- 
tronics invasion of this country,” 
Admiral last week went into large- 
scale production with an all-U.S.- 
made seven-transistor, two-diode, 
vest pocket size radio that will 
carry a suggested retail price tag 
of $29.95. 


The radio, which weighs eight 
ounces and measures 4% inches 
high, 25g inches wide and 1% inches 
deep, will be merchandised through- 
out the nation as “guaranteed 
world’s most powerful transistor 
radio for its size.’ 


Features include a non-breakable 
case in a choice of four colors (star- 
light black, pearl white, Sahara 


beige and Nassau Green); automa- 
tic volume control, a magnifying 
lens to simplify dial reading and a 
built-in easel stand and plug-in 
back for earphone attachment. The 
etched circuit board carries a 
unique five-year warranty. 


Optional are a gift pack with carry- 
ing case, earphone attachment, bat- 
tery and gold foil for personalizing 
the case. 


Admiral introduced a larger seven- 
transistor portable radio last fall, 
also utilizing American-made com- 
ponents and also pegged to sell at 


$29.95. The Chicago manufacturer 
says this latest product is the 
world’s first seven-transistor vest 


pocket radio. 








TO JAPAN’ is how 
thinks of its pint-sized, powerful new 


‘BLOW Admiral 


transistor set 
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| 








Polks’ Charts 


New Courses 


Why did Polk Bros. franchise 
Commercial Tire and Supply 
Co.? The answer: A new direc- 
tion for Chicago expansion 


In the past, Polk Bros. has ex- 
panded either by starting from 
scratch in a new location, or by 
buying an existing business. 

Now, though this franchising 
move is not directly tied to the 
Polk Bros. corporate structure, it 
does indicate a new route, and a 
new opportunity to apply the tal- 
ents of the Chicago appliance giant. 


Sol Polk told EM Week that the 
Commercial Tire franchise repre- 
sents a sort of pilot model for the 
future. ‘““We’ve drawn a line around 
where we want the business, and 
we’re going to see what it takes to 
get it,” stated Polk. “Actually, 
we’re going to treat it just as if it 
was a store in a small town of 
25,000 to 30,000 people, only we’re 
going to activate it Polk Bros. 
style.” 

Polk pointed out that Commer- 
cial Tire had been in business for 
some 40 years, that it “has a good 
image” and that it has a good tire 
business. While other plans and 
other places are also in the works, 
Polk said, this one is ready now. 


The experiment at Commercial will 
test some new fields, Polk said. The 
biggest one at the moment is in 
home improvement. 

“You’ll notice that Commercial 
Tire is closer in than any Polk Bros. 
location,” he said. ‘“That’s because 
we think there may be a big re- 
modeling opportunity there.” This 
will not be a Commercial Tire-only 
effort, he went on, since all the 
Polk stores are readying a program 
to write a single ticket for a major 
home remodeling job. “But we may 
see if we can emphasize it at Polk’s 
Commercial,” he said. 





Exhibitors Steamed Up 
Over Show in Chicago 


The call went out for more booths 
last week. And so all evidence 
pointed to the fact that the first 
National Electric House Heating 
Exposition would get off to a suc- 
cessful start as exhibitors requests 
rolled in. The show will run from 
March 21 to 23 at Chicago’s Hotel 
Sherman. 

Devoted to the electric home 
heating field, the exposition will 
contain the latest types of direct 
electric resistance heating equip- 
ment, zone-type heat pumps, cen- 
tral heat pump systems, insulation 
and electric controls for heating 
equipment. 





EIA Will Promote 
Music Alone 


The phonograph section of the 
Electronic Industries Assn. decided 
on the new approach to clear up 
consumer confusion caused by 
stereo and hi-fi promotions that em- 
phasize equipment features. The 
campaign, supported by individual 
manufacturers, will stress the qual- 
ity of music which the complicated 
phonographs turn out, not the com- 
plications themselves 
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They'll Cooperate to Promote Dishwashers 


NEMA AND EEI men discuss plans for electric dishwasher push. On the left is 
NEMA’s Roderic D. Smith; right, EEI’s Frank Kitzmiller. 





NAHHIC Developing New Look 
To Meet Changes in Market 


As the ninth National Trade Show 
of the House-to-House Industry 
came to an end last week in New 
York, members were examining 
new techniques. 

Not that the door-to-door people 
were worried about the 1960’s (like 
everyone else, they were confident), 
but they were moving in new direc- 
tions. 

Out-going President Clarence F. 
Lerner of Interstate Utilities Corp. 
of San Francisco set the _ tone. 
Touching on the need for new 
industry-wide merchandising ap- 
proaches, he told members, “You 
cannot solve today’s problems with 
yesterday’s thinking and expect to 
be in business tomorrow.” 

Broken down into trends that 
means: 

@ More emphasis on soft goods in- 
stead of hard goods because of fast- 
er turnover, better markup. 

@ Upgrading of items. 

e Lower-balance account openers. 
e More emphasis on “service” in 
the home. 

“As long as we knock on doors, 
we've got to have quality merchan- 
dise,” explained Edward L. Sard, 


NAHHIC executive director. “For 
one thing, the housewife is more 
aware. 

“She knows she has to pay more 
for it at her home than she would 
in the discount house. Our prices 
have to be in line and we have to 
give her service in the living room.” 

This accounts for the warm re- 
ception Westinghouse got when it 
entered the show for the first time 
this year. The company, along with 
National! Presto Industries, Inc., has 
come up with the hit of the show: 
An automatic hot dog _ cooker. 

The hot dog cooker (which sells 

for about $10) fits snugly into the 
trend .toward lower-balance ac- 
count openers because: 
e Dealers figure they don’t need a 
high pressure salesman to move it. 
e The customer can get a good 
value. 

“It’s the equivalent of the depart- 
ment store’s loss leader,’ Sard ex- 
plained. “It gives us a start.” 

And the packaging won’t hurt. 
“Packaging has become crucial,” 
Sard said. “You have to make an 
instant impression, so packaging 
becomes a major sales tool.” 





NEWS in BRIEF 


e@ Pointing an accusing finger at the 
appliance business, adman M. Bel- 
mont Ver Standig urged the Na- 
tional Automobile Dealers Assn. to 
come out against come-on adver- 
tising. According to Ver Standig, 
the appliance business has gotten 
wrapped up in “borax advertising,” 
selling only price and terms instead 
of the product. Citing electric _re- 
frigerators, he asserted that “mil- 
lions of them are 10 to 15 years ob- 
solete. But their owner’s don’t know 
it. No one has bothered to tell them. 
The industry is too busy selling 


price and terms to go after the re- 
placement 
millions.” 


market which is worth 





e Controversial code covering froz- 
en food handling has been adopted 
by Massachusetts. The regulation 
says that 0 degrees is the highest 
temperature to which frozen foods 
should be subjected while they’re 
being transported, stored and sold. 
The rule poses some tough industry 
problems (EM Week, Nov. 30). 


e@ Whirlpool’s six-team sales train- 
ing corps whipped through a 17- 
market whirlwind tour, exposing 
500 wholesale salesmen to the com- 
pany’s 1960 laundry, refrigerator, 
freezer and range lines. Time: Only 
14 days for the series of two-day, 
17-hour meetings. 





Those are the reasons—Steel strike, 
tax, heat—for this year’s winter ac- 
tivity in air conditioners. And some 
of the promotions play up those 
three angles big—especially the tax. 
Others don’t mention them. 

Generally, manufacturer ads steer 
clear of the tax angle. (Fedders is 
the outstanding exception.) They’re 
more apt to stress pre-season prices 
or buy-now-pay-later deals. 

Dealers and distributors, on the 
other hand, are singing the tax song 
loud and clear. That’s if they have 
the units, of course. 

Here’s a rundown on what some 
of the manufacturers are doing: 


Westinghouse—‘‘Our problem was 
to get dealers and consumers to buy 
now,” explained a company spokes- 
man. ‘We didn’t have much tax- 
free merchandise out there, so we 
couldn’t play up that angle. But it 
was still a big factor.” 

He went on to outline the West- 
inghouse strategy: ‘First, for deal- 
ers there’s a free floor plan. That 
gives them a chance to buy units 
early and keep them in inventory 
... then, the consumer can buy the 
air conditioner now, have it in- 
stalled, pay 10% down; and no oth- 
er money is due until June 15. But 
if he pays the whole bill between 
now and then, there won’t be any 
financing charges.” 


Carrier—We’ve had several promo- 
tions going through the winter,” 
said a Carrier source. He explained 
that two themes dominated Carri- 
er’s advertising: Pre-season price 
savings and _ buy-now-pay-later. 

“We notified distributors and 
dealers of the tax deal,” he went 
on. “So some of them are using that 
angle for their advertising.” 

Another Carrier source empha- 
sized a different angle in the com- 
pany’s promotions. “Ours is a re- 
minder sort of thing,”’ he said. “‘No- 
body expects to do phenomenal 
things now. We just want them to 
stop and look. They’ll remember in 
July.” 


RCA-Whirlpool—‘‘We’re not play- 
ing the tax angle from this end,” a 
spokesman said. “But naturally 
some of our distributors are. 

“What we have is a delayed 
financing deal running through 
February,” he outlined. “They buy 
now and pay July 1. And there’s 
also an ‘Around the World Shop- 


per’s Club.’ The consumer buys 
during January or February and 
gets a membership. Then he re- 


ceives six gifts.” 


Emerson Radio & Phono. Corp.— 
“We’re playing up the tax angle 
primarily,” commented a company 
official. “I’d say it’s the biggest 
thing in pre-season buying. Of 
course, the weather is always help- 
ful.”’ 


Chrysler Airtemp—“‘Like everybody 
else, the pre-excise tax sale of units 
was the big thing here,” a spokes- 
man said. “I wouldn’t say we've 
done a whole lot more winter pro- 
moting,” he added. “About the 
standard amount.” 

Starting today, though, Airtemp 
has a big in-trade special going. 
The theme: “A Dart for a Dollar.” 
And it means just that. A “surpris- 
ingly small” order and a buck get a 
dealer a Dodge Dart. 
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A WINTER SEASON FOR AIR CONDITIONERS ? 
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General Electric—‘“‘We’ve already 
played the tax angle,” explained a 
company source. ‘We did it when 
we shipped out units to our’ deal- 
ers. Of course, some of them are 
using the thing in their ads. 

“Right now,” he went on, “we’re 
more interested in introducing our 
1960 line.” 


Fedders—‘‘There is no doubt that 
the industry has never before ex- 
perienced the pre-season retail ac- 
tivity that we are seeing this year,” 
the air conditioning sales manager 
said. There’s certainly no doubt that 
it’s never seen anything like the 
Fedders blitz. Not only are the com- 
pany’s distributors and _ dealers 
plastering papers with ads, but the 
manufacturer has run them too: Ed- 
itorial format ads explaining the 
tax situation and the availability of 
Fedders units. 


Results?—Only Chrysler Airtemp 
and Fedders wanted to talk figures. 
And it’s no wonder they were will- 
ing. Airtemp factory shipments 
from October to December last year 
showed a 1,067.4% gain over those 
for the same period in 1958. And 
factory shipments this January 
were up 95.9% over that month a 
year ago. 

Fedders distributors shipped 206% 
more units for the period from Sept. 
1 than they did the previous year. 
And warranty card returns, accord- 
ing to a company source, show a 
large number of retail sales. 


“Pleasantly surprised and pleased,” 
was the way an RCA-Whirlpool 
source put it. He said distributors 
were basically sold out. Things 
looked particularly good in Phila- 
delphia, New York, Dallas, Houston 
and Chicago. 

Carrier counted its cookies by 
looking at the inventory picture. 
“Inventory has been a tremendous 
thing this year,’”’ a spokesman said. 
“We shipped 70% more units into 
this area (the East) than last year, 
and the pipelines are still empty.” 


“Pretty spotty,” was the report 
from Westinghouse. “There aren’t 
any definite figures as yet. But there 
has to be a return on all these ads. 
Or they’d stop.” 

G-E’s factory shipments are way 
ahead of the records for any other 
winter, according to a source in 
Louisville. “A lot of territories that 
are usually slow are active.” 


“Is there a trend toward a winter 
season?’’ mused one source. “I think 
so. We haven’t had anything very 
solid yet, but I think we will.” 
Others agreed with him. And one 
went so far as to say “it’s possible to 
sell air conditioning any time of the 
year with the proper promotion... 
While the tax prompted the retailer 
to promote as he did, it had little to 
do with motivating the consumer 
to purchase. The exposure alone was 


responsible . . .” 
But most were more cautious. 
“This winter promotion thing is 


happening all over the industry— 
to a degree,” one man ventured. 
“But it’s not a groundswell. And the 
weather had a lot to do with it.” 

“Next year?” another’ asked. 
“We'll play it by ear. See what kind 
of a summer we have.” 

And still another said: ‘‘Depends.” 
But he didn’t say on what. 
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What makes HOOVER the biggest name in floor care? 


Your new Hoover salesman demonstrates one of Hoover’s most saleable features—the 
exclusive agitator bar which makes possible the ‘‘beats, as it sweeps, as it cleans’’ action. 


On January 13, 1960, one of the greatest salesmen in the business started 
to work for you—preselling millions of women on the Hoover line of 
fine floor-care appliances. 

His name is Art Linkletter, and his show is one of the most popular on & 
daytime TV. Millions of women the country over stop whatever they’re 
doing to attend Art Linkletter’s ‘‘House Party” on the CBS-TV net- 
work (Wednesdays, 2:45-3:00 PM EST). 

The disarming Linkletter approach is typical of the Hoover sell aimed 
at women in 1960. Art will personally demonstrate Hoover Cleaners, 
Polishers, and the new Floor Washer. At the same time, Hoover floor- 
care appliances will be advertised in a full schedule of top national 
magazines, Sunday supplements and newspapers. 

The SELL—another reason Hoover is the\biggest name in floor care. 


CONFIDENCE 


HOOVER. = 


FINE APPLIANCES. ... around the house, around the world” 
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Philadelphia Daily Sells More Than News 


It gives retailers the “‘inside story” on local business sections, 
shopping centers, traffic and who buys what and where 


The “Philadelphia Inquirer” is 
out to win friends with its book 
“Delaware Valley Shopping Cen- 
ters.” It probably will—and right- 
fully so. The $5 volume is crammed 
full of facts and figures Philadel- 
phia retailers, specifically, but also 
manufacturers and distributors, can 
use. It’s a good example of how a 
newspaper can sell itself by selling 
somebody else something he needs. 

Delaware Valley businessmen 
can use the book in a number of 
ways; for instance, evaluating com- 


gram to realize it, picking sites for 
branches and new stores, or choos- 
ing areas ripe for certain products. 


The book reports results of a sur- 
vey covering major shopping areas 
in the Delaware Valley and the 
shopping patterns of 2,016 families 
living around Philadelphia. These 
families, selected on an area proba- 
bility basis, represent a tatal of 
some 1,513,000 households. 
Taking the information gathered 
by interviewers, the Inquirer’s Re- 


areas and devoted about two pages 
to each. 


The listings include such things as 
maps of the whole section, detailed 
maps showing major traffic arteries, 
populations, shopping centers and 
the stores in each—listed by type, 
and circle graphs showing where 
the trading areas draw their cus- 
tomers from. 

In the back of the book, the news- 
paper’s researchers have broken 
their information down a different 
way: There are lists of centers 
shopped for specific commodities, 
for instance, women’s clothing or 


parisons as: Over 50% more people 
buy housewares in the central busi- 
ness district as buy majors there. 





petition, estimating sales potential 
and planning an advertising pro- 


search Department divided up the 


Delaware Valley into 56 trading 


furniture. Using the tables, a busi- 
nessman could figure out such com- 








12th in a series 
of weekly Gibson 
messages to 

all appliance 
dealers 





~ AIR-SWEEP 
GIBSON’S 


RECIPE FOR 


HIGH-GROSS AIR CONDITIONER SALES--RIGHT NOW! 


Sell window units in mid-winter? Now? With 
snow on the ground in lots of places? You just 
bet your balance sheet you can! Gibson says it 
can be done—Gibson Dealers are proving it 
can be done, today. The big Gibson 71-S Air- 
Sweep is the answer! 


Why? Because there isn’t any other window 
unit like it on the market—no one can shop 
your price down! Only the Gibson Air-Sweep 
—with automatic, power-driven louvres— 
gently sweeps clean, cool air across the entire 
room every 5 seconds .. . ends drafts, hot- 
spots and half-way cooling... gives 30% more 
effective cooling. And, with Gibson’s startling 
stereo demonstration record kit, it’s sales 
floor magic! 


But why now? Because most Gibson Distrib- 
utors can still supply tax-free Air-Sweeps 
today. Grab some in any event, but why sit on 
‘em until summer? Promote now, sell now. You 
can’t do it with just any air conditioner—but 
you can with Gibson’s close-it-now stereo dem- 
onstration kit for exclusive Air-Sweep. Profit 
is in style all year long—get yours now! 


WANT 10 WEPD FOR Haws, BY FT IN Gy, 


get going...get 
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30% more effective cooling! 
115 v. plug-in—no special wiring! 
Cools wall-to-wall, automatically! 


The Air-Sweep Secret! 
Behind the upper grille is a 
| row of small, upright, air- 
| distributing louvres — si- 
lently, automatically powered by a small aircraft-type 
motor. Push the Air-Sweep switch—clean, cool air wafts 
across the entire room every 5 seconds—gives you 30% 
more effective cooling! 


Gibson Refrigerator Company, Greenville, Michigan, a Division of HUPP Corporation 






Information Exchange 
For Laundry Industry 


That’s the way the American 
Home Laundry Manufacturers 
Assn. is billing its March 24 home 
laundry appliance technical semi- 
nar in Chicago. And AHLMA pre- 
dicts 200 home laundry engineers, 
suppliers and designers will attend 
this “first of its kind” meeting. 

AHLMA’s engineering and re- 
search committee said it planned 
the seminar as: 


A basis for exchange of information 
between home laundry engineers 
throughout the industry, to discuss 
common problems on a much wider 
basis than they have been able to 
do through the already established 
appliance engineering conference.” 

The committee found the appli- 
ance conference too broad, too gen- 
eral. The technical seminar—and 
technical is the roper word— will 
deal only with the home laundry 
industry. 


Topics of the day-long seminar 
range from “quality characteristics 
of’ home laundry equipment” to 
‘“‘plastics—a problem to application 
engineering” to “foreign competi- 
tion—a _ status report.” Chairman 
will be D. W. Lynch, engineering 
manager of G-E’s home laundry de- 
partment, and Whirlpool Board 
Chairman Elisha Gray II will speak 
at the noon luncheon. 

More specifically, the section on 
“quality characteristics” will cover 
an industry survey of failure sta- 
tistics with suggestions for reducing 
these failures. A “theoretical as- 
pects” section will review the ratio 
of failure to the number of parts 
in an appliance, while another 
meeting on “measurement prob- 
lems in design’”’ will deal with tech- 
niques for measuring wear, water 
extraction, etc. The plastic’s ques- 
tion will be discussed by a panel 
including representatives of the ap- 
pliance and plastics industries and 
Underwriter’s Laboratory. 


After-lunch sessions will be less 
technical. They will include discus- 
sions on foreign competition, a 
short-course in “Interpreting trends 
in Fabrics for the Appliance Manu- 
facturer” by the research director 
of J. C. Penney Co., plus a talk on 
“Designing for Tomorrow’s Home 
Laundry Needs.” 

Registration fee for the seminar 
is $10 and it’s open to anyone in- 
terested in the home laundry appli- 
ance field. 





It’s Saturation Time 


The Westinghouse portable appli- 
ance division has launched an all- 
out sales blitz on its spoutless cof- 
feemaker, PE-583. The theme: “It’s 
Coffee Time.” The division’s field 
sales force has set aside a week ex- 
clusively for the no-spout pot. 
They’ll line up dealers for the cam- 
paign, and follow up with com- 
mercials on the Desilu Playhouse 
and tie-in ads in two national shel- 
ter magazines. 
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In Chicago, 
readers of the 
Chicago Tribune 
buy most of the 
vacuum cleaners 
sold! 


Three out of every four vacuum cleaners 
sold in this market are bought by readers 
of the Sunday Tribune. Daily Tribune 


readers own 51% of these appliances. 


The Tribune’s big, responsive audience 
buys most of all the appliances sold in 
this market—whether it’s vacuum clean- 
ers, refrigerators or automatic washers. 
And here’s why. 


Well-fixed families in the middle and 


high income brackets are your best pros- 


pects for appliance sales. And there’s no 
better way to reach these likely pros- 
pects than with the Chicago Tribune. 
74% of these families read the Sunday 
Tribune; 53% read the Daily Tribune. 


Because it sells the most to the people 
who buy the most, the Tribune is the 
first choice of appliance manufacturers 


and distributors. They use bigger cam- 
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like Motorola’s 16-page color ad and Hot- 
point’s 1959 schedule of 40 big ads. Both 
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lars you spend in Chicago during 1960, 


you'll find that it pays to advertise where 
More readers...more advertising... more results- buying power is greatest—;in the Chicago 


THE TRIBUNE GETS 'EM IN CHICAGO! 








8 


It’s a new, comprehensive campaign launched this month to sell 
dealers on the merits of a nationwide merchandising plan 


stressing trade-ins 


Backing the extensive campaign 
with some impressive figures (more 
than 60% of all new refrigerators, 
washers and ranges sold during the 
past nine years involved trade-ins), 
Westinghouse is urging its dealers 
to hit the “Trade and Save’ road. 

If properly handled, the company 
believes, the dealer will benefit im- 
mediately in two ways: 

e He’ll get more business sooner 
from people who might have de- 
layed getting a new appliance for 
another year—or longer. 

@ The savings on the trade-in will 


enable customers to buy closer to 
the top end of the line. 

The total effect, Westinghouse 
maintains, allows the dealer to stay 
competitive and still make money 
in a price-cutting market. 

To promote customer interest, ac- 
cording to the plan, the dealer 
should actually sell the idea of trad- 
ing and saving, putting heaviest 
emphasis on why the consumer 
should trade and how to save. 

The key to profits lies in the 
dealer’s pricing and appraising the 
appliances. 
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Word From Westinghouse: Trade and Save 


And right here Westinghouse 
helps out with the NARDA “Blue 
Book” and its own “Merchandising 
Plan Book.” 

Westinghouse figures the “Blue 
Book” gives the dealer a good, con- 
servative national average price for 
each used appliance he’s likely to 
handle, but it is limited to national 
averages and can’t make allowances 
for other factors. 

So, the company decided to de- 
velop its own allowance index 
which was put together on the basis 
of recommendations of dealers in 
the field and then field tested. The 
company claims three advantages 
for its book based on the considera- 
tions of: 


e Local markets and pricing. 
e Variable features. 
e@ Condition of each appliance. 
The salesman can show the “Blue 
Book”’ to customers, Westinghouse 
points out, as a reliable guide and 
then help clinch a sale with the 
company’s higher allowance index. 
Westinghouse also has a sliding 
scale which enables a dealer to 
make a blanket advertising offer 
depending on the age of the cus- 
tomer’s appliance. 
The cap for the campaign is 
Westinghouse’s new reconditioning 
manual. Here the company recounts 


«up-to-date methods and suggests 


markets—and ways to market— 


used appliances. 
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NEW DUO-VENT 





Available 





chimneys required. 


THRU-THE-WALL HEATER 


in 2 models, with 25,000 and 
35,000 BTU input. Saves up to 70% on 
installation. Vents outside, draws com- 
bustion air from outside. No flues or 


Leads 





Fidelity Heat. 


welcomed warmth. 


in the months to come. 


AMERICA’S MOST COMPLETE HEATING 


To completeness of line and Continental Console Styling, 
Martin now adds a third dimension for volume sales — High- 
High-Fidelity Heat means more economical, 
more effective heat — heat that blankets a given area with 
It is the result of 55 years of Martin 
engineering and experimentation in the field of gas 
combustion. It gives you a sales plus that will move more 
Martin Gas Heaters now...and bring back more customers 












For more details on Martin Gas Heaters and High-Fidelity 
Heat, ask your Martin distributor or write direct. 


STAMPING & STOVE COMPANY 
HUNTSVILLE, ALABAMA 


LINE 








Place an Order 


And Get a Car 


Those are the basic elements of 
Chrysler Airtemp’s tempting deal 
for appliance dealers. 

It’s as simple as ordering the re- 
quired number of room air condi- 
tioners from the company. 

Then all the dealer has to do is 
pay his Airtemp distributor a dol- 
lar and wait for the car—a Dodge 
Dart—to be delivered. 

This “Dart for a Dollar” program 
is the backbone of this year’s Air- 
temp promotion, which is aimed at 
increasing the company’s share of 
the air conditioning market. Last 
year Airtemp ffigures its share 
leaped upward 276%. 

Other sales promotion plans for 
Airtemp dealers include: 

A two-unit room air conditioner 
display stand with added attach- 
ment for mounting a casement unit. 

A new clock for the retailer’s 
name identification. 

Four-color product folders and 
specification sheets. 

The Profit Planner, a tabloid pub- 
lication giving dealers suggestions 
and ideas. 

A Profit Kit which contains liter- 
ature on selling, promotional cam- 
paigns, stickers and _ suggested 
media advertisements. 





GAMA’s Latest Count: 
More Ups Than Downs 


And the year-end survey of man- 
ufacturers, conducted by the Gas 
Appliance Manufacturers’ Assn., 
came up with several record break- 
ers. Here are the figures: 

Shipments of forced warm air 
and gravity furnaces hit an all-time 
high in 1959, 1,046,700, as compared 
with 853,700 in 1958 and 874,400 in 
the old record year of 1955. 


Sales of boilers, used in steam and 
hot water heating systems, were up 
10.6% over the former high. 


Shipments on conversion burners 
showed a 10.1% increase for 1959. 


Vented recessed wall heaters, room 
heaters, other types of gas direct 
heating equipment, unit heaters and 
duct furnaces all bettered their last 
year’s records. 


Gas floor furnaces were the black 
sheep. Sales were down 0.5%. 
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Why Back Orders On Sylvania TV? 


Board Chairman Don G. Mitchell of the company which was first 
to embrace the 23-inch TV tube gave one reason: 


It was that Sylvania had under- 
estimated the new tube’s impact 
on the appliance industry. 

Chatting at a Chicago press con- 
ference, he told reporters that as 
a result Sylvania now finds itself 


tube would appeal to a certain seg- 
ment of the market,” he went on. 
“Instead it swept the industry. But, 
we'll take care of: our back order 
position in a few months.” 


only the present snortage but also 
for Sylvania’s ambiguous position 
in the TV market. The company 
not only makes its own TV re- 
ceivers, it. also makes components 
for a number of competing firms. 
At the same time that Sylvania 
needed 23-inch tubes for its own 
sets, Mitchell confided, it was com- 
mitted to supply about 90% of the 


Why Not 
Sell the Best? 
= 
DEHUMIDIFIERS 


Deluxe Automatic Model 
DHA-25 Below. 

































Then Mitchell went on to a second 
—and more basic—reason for not 


in a back order position on tele- 


a h ‘ industry’s total requirement for 
vision. “We thought the 23-inch 


the tube. “We always had the pro- 
duction facilities,’ he said, “but our 
tube plant had a lot of outside 
orders to satisfy. 





“Primarily we make components. 
We can’t stay out of the TV busi- 
ness because we have to show that 
our components, when they’re put 
together, make a good TV set. But 
then we have the problem of not 
offering too much competition to 
the firms whose components we 
supply.” 

Still, Sylvania had about 5% of 
the TV market last year, said Mit- 
chell, and the hope is for 6% this 
year. About 80% of the tube plant’s 
production is now in 23-inch tubes. 


prescribe 
an electric 


An outstanding air dryer. 
Removes up to 3 gallons of 
moisture from air every day. 

Look at these sales features: 
AUTOMATIC DEHUMIDIFICATION ~— 
Model DHA-25 has integrally built-in and 
wired MH HA45E humidistat with double 
nylon sensing element. BIG 1/5 H.P. SYS- 
TEM — Tecumseh compressor. Greater 
—- and better air flow, use in 
up to 14,000 cu. ft. areas. BUCKET 
CAPACITY — 812 qts. Made of Styrene 
Plastic. OVERALL DIMENSIONS —17"x 
12” x 17” long. _ 


HEAT CONTROLLER, wc. 
1900 Wellworth Ave., 
Jackson, Michigan 


\ dishwasher ’ 





There’s probably a 19-inch tube in 
Sylvania’s future, Mitchell said, pro- 
vided it proves as satisfactory as 


A Winner Along the Highway 


MOTORISTS WHIZZING PAST on the highways near Seattle probably didn’t 
know it when they saw the Seattle City Light poster above, but they were being the 23-inch tube. “Our research 
sold by an outstanding example of the outdoor advertising art. The poster won people are all in favor of it,” he 
third place in the local classification in the 28th National Competition for Outdoor said. “If the idea is good for a big 
Advertising Art, which was sponsored by the Art Directors Club of Chicago. set, why not for a small set?” Mit- 
Miller, Mackay, Hoeck Hartung, Inc. was the advertising agency in charge of chell thinks the 19-incher, when it 
the campaign. Studio Art provided the artists and Bob Todd was art director comes, will be limited mainly to 
for the billboard project. portables. 











See exhibit at 
independent Housewares Show, 
Morrison Hotel. 


NOW! DROWSE ELECTRIC ALARM 


IN 2 NEW SALES-TESTED COLORS! 


PINEFROST GREEN AND PASTEL PINK 








Drowse—the amazing electric alarm that lets your customers choose 














5 or 10 minutes extra sleep—is now offered in two bright new colors: 
Pinefrost Green and Pastel Pink. Only with the Drowse broad color 


line can you match or complement every customer’s color scheme! 





* Exclusive ‘Sleep Selector” allows 5 or 10 min. extra sleep! 


Drowse calls again...and again. 
* Westclox dependable and Westclox accurate. 
* Modern plastic case, shatterproof crystal. 


¢ Sweep alarm set and second hand. 


Pa 







WESTCLOx 
Clecrric DROWSE . 
wg 3c USIVE 






ASSORTMENT No. 8001 
DEALER °4°7 70 
COST. » @ 
FREE NEW ASSORTMENT DISPLAY 
Order Assortment No. 8001 to 


get a complete color selection plus 
eye-catching, colorful display. 











DROWSE R | 


is one of the featured timepieces 
You get these four clocks: 


No. 800-L. Luminous dial. Pink, 
Pinefrost Green, Doeskin. 


No. 800. Plain dial. Cloud Gray. 


ESTCLOX 


More People Buy Westclox Than Any Other Timepiece in the Worla a ~asje Cerin 


MAKERS OF BIG BEN +: DIVISION OF GENERAL TIME CORPORATION + LASALLE-PERU, ILLINOIS 


on TV's most spectacular series, 
“Special Tonight”. On Friday, Feb 
bi 8:30-10 P.M. (EST), ABC-TV, 

“The Citadel’. Betsy Palmer 
is your hostess. 








Depend on 
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Southern Track Faster After Chain 


A Jefferson “super-store” in 
Fort Lauderdale and two Ross 
outlets near Atlanta will quick- 
en the pace in Dixie 


A 156,000-square-foot “super- 
store” is under construction in the 
fast-growing Florida seaside city 
for Miami-based Jefferson Stores. 
This will be the first unit in the 
15-year-old, basically hard goods 
firm’s new departure into multi- 
department merchandising. 

In Atlanta’s Forest Park suburb, 
Ross Builders Suvoplies, Inc., eight- 
store appliance-building materials 
chain, headqua~te7ed in Greenville, 
S. C., plans to erect a new store. A 


similar outlet, this one designed for 
a 2,000-square-foot appliance sec- 
tion, is currently rising for Ross 
in Norcross, Ga., some 15 miles 
north of Atlanta. 


“Name brands at low-low prices” is 
the appliance-TV retailing policy 
of the building supplies firm, whose 
major line in five of its present 
stores is Hotpoint (the other three 
do not stock appliances or .tele- 
vision). 

Ross takes no trades in its pur- 
suit of high appliance volume; does 
not, officials said, spotlight ‘“‘dis- 
count” in its heavy advertising 
schedule. At this juncture, it’s un- 
certain whether the Atlanta-area 


outlets will handle their own serv- 
ice. The Norcross store is slated to 
open in April; the Forest Park store 
probably in June. 

The Atlanta appliance’ scene 
stands to be further enlivened 
by a Government Employees Ex- 
change “membership retailing” card 
operation, also pointing toward an 
April opening (EM Week, Jan. 11). 


Horizontal and vertical expansion 
of lines and mix will key Jeffer- 
son’s Fort Lauderdale venture, due 
to open in mid-May. To its present 


stock of white goods, packaged 
electronics, housewares, summer 
furniture, photographic supplies, 


typewriters and watches, Jefferson 





Look for the label that looks out for you 








GENUINE 


MOTOROLA 


Golden AA 


PREMIUM RATED 


PICTURE TUBES 
RECEIVING TUBES 


The most reliable tubes ever 
for every set you service 


The circuit tubes that “‘couldn’t be built’’ are at 
. Motorola Premium Rated Golden 
‘**M’’® Tubes. While ordinary tubes have no safety 
factor beyond maximum ratings, Golden ‘‘M”’ 
Tubes are tested to TWICE MAXIMUM RATINGS. 

Zooming sales indicate that service technicians 
everywhere are experiencing far fewer call backs 
and winning increased customer good will by 
stocking and selling Golden ‘“M” Tubes. They’re 
. at no premium cost to you. 


your service... 


Premium Rated .. 


Contact your Motorola distributor today for 
further details on fabulous Golden ‘‘M”’ Receiver 
and Golden ‘‘M”’ Picture Tubes as well. 


oS MOTOROLA 


Tubes... 








Tube and 
Tool Totes 





‘‘PORTABLE PRIZE” OFFER! 
FOR A LIMITED TIME ONLY 





Allenite Electric Drill 
d Bit Set Ohm- Milliammeter 


Time-saving service tools and cases can be yours with purchase of 
Motorola Golden ‘‘M’”’ Picture Tubes/Receiving Tubes. 
Call your Motorola Distributor today for details ! 


SPECIAL 





Portable 
Parts Cabinets 


Triplett Pocket Voit- 











PARTS AND ACCESSORIES, FRANKLIN PARK, ILLINOIS 
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[Expansion 


will add, among others, complete 
clothing and furniture departments, 
stationery, books, jewelry, garden 
supplies, lighting fixtures, boats and 
motors, sporting goods, toys, auto 
accessories, gourmet foods, a restau- 
rant... even a fruit-shipping serv- 
ice and amusement rides. 

Final score: 30 to 40 departments, 
some of them leased (the latter not 
to include appliances and TV). 


“Discount” will be in the image of 
the Lauderdale super-store, but 
“discounter”’ will not, in a fine line 
of distinction drawn by Jefferson 
brass, who feel the bloom is off the 
latter term in the South Florida 
market. 

The main-floor-and-mezzanine 
building will have offices and as- 
sorted shops for services (barber, 
beauty, dry cleaner, tailor, watch 
repair) above; sales floor and check- 
out counters below. Some _ 15,000 
feet of selling space will go to elec- 
trical lines. Appliance-TV service 
will be farmed, as it is in the nine, 
smaller, more conventional stores 
Jefferson currently operates. The 
chain plans to follow through with 
more super-stores in the area, of- 
ficials said. 





Mexicans Ready 
Transistor Set 


Mexico City—Radio Impulsora 
Mexicana, S. A., a Mexican radio 
and TV manufacturer told Mc- 
Graw-Hill World News that by 
September of this year it will be 
in production with a seven-trans- 
istor portable radio (small, but not 
miniature) which would sell for 
around $18. The company, which 
already makes a five-tube table 
radio selling for $12, said it is going 
to market the transistor set in the 
U. S. (See Electrical Merchandis- 
ing, November, 1959). 

Impulsora’s managing director, 
Victor Rivero Ascarraga, said a deal 
was being made with Philips of 
Holland to supply a package set of 
seven transistors for each radio for 
$3.50 a set. Later, Ascarraga ex- 
plained, Impulsora will make its 
own transistors in Mexico. 

With the new radio, Impulsora 
plans to open up a whole new mar- 
ket in Mexico for sports fans, office 


employees, secretaries and _ teen- 
agers. 
Ascarraga believes the radio 


should be a big hit in the U. S. too. 
It has good power and tone, an $18 
price-tag and will use four D flash- 
light batteries which can be pur- 
chased cheaply almost anywhere. 





Sales of Appliances Jump 
In 2 Southern Areas 


Sales jumped in 1959 for dealers 
in the service areas of two of the 
South’s non-merchandising but pro- 
motionally oriented utilities. Nash- 
ville Electric Service reported a 9% 
across-the-board unit increase by 
its dealers, with greatest percent- 
age gains shown by refrigerators 
(19%) and electric ranges (14.5%). 
An overall ‘unit sales gain of 3.3%, 


led by increases of 49% for dish- 
washers, 17% for refrigerators and 
15% for ranges and washer-dryers, 


was reported for its area dealers by 
Tampa Electric Co. 
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The answer for every 
top-of-line prospect is here! 


MODEL 142 
For the woman who wants 
to be “boss” 

Model 142 lets her wash any- 
thing washable exactly the 
way she wants it washed. She 
decides every phase of every 
cycle, for herself. 

There’s a button for slow 
agitation and spin speed; and 
one for regular speeds. Two 
buttons are labeled “savE 
suDS” and “DRAIN suDs.” She 
has a pushbutton choice of 
“COLD,” “WARM,” or “HOT” wa- 
ter temperatures, as well as a 
choice of “Low,” “MEDIUM,” 
and “FULL” water levels. 

And, of course, Model 142 
offers the Automatic Bleach 
Dispenser that knows exactly 
when to add the bleach. 













MODEL 160 
For the woman who wants 
utter simplicity 
Here is the automatic that’s 
self-controlled—makes all the 
right decisions at the push of 
a single button. No dials to 
turn. No charts to learn. 
One button does all this: 
Selects the correct water level, 
washing temperature, wash- 
ing time, and agitation speed; 
rinsing temperature and time; 
even the speed of the spin—for 
the type of load she puts in. 
There is a button for every 
type of load she'll ever have to 
wash. There’s also a button 
for rinsing things separately, 
and a button for spin-drying 
separately. « 


























MODEL 340 
For the woman who 
wants the convenience of 
washing and drying 

in one operation 

The Right Combination 
Washer-Dryer — She can press 
two buttons, turn the dial, and 
washday is over. 

The Right Combination of 
features is here, too. Auto- 
matic Bleach Dispenser, Auto- 
matic Water Level Control, 
Automatic Rinse Conditioner, 
choice of drying temperatures 
and times, De-wrinkling Cycle, 
Time Chime Signal for wash 
’n wears. Only 34” wide. All 
these features, plus the 
one that makes them work: 
Maytag dependability. 





























The Maytag Company, Newton, Iowa 


The best answers for your best prospects come from... 


MAYTAG 
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LETTER to the 


Getting Front-Page Play 


DEAR EDITOR: 

In your EM-“Week issue of Jan. 
4, the Frigidaire Corp. used my 
picture in their ad. It featured hob- 
bies. I took this ad to the local 
paper to see if they wanted to men- 
tion the fact that I was in the ad. 

To my great surprise, I displaced 
Castro on the first page of the De- 
catur Review 30-page paper. 

It was all due to having a Frigi- 
daire advertisement in EM Week. 

We are great exponents of Frigi- 
daire’s “True Value Trade’ pro- 
gram at Emerson’s Appliance Cen- 
ter, 534 East Eldorado. It has been 
a great factor in our success. 





EDITOR 


Our men always find some help- 
ful things in your magazine. 
W. Curtis Busher 
Emerson’s Appliance Center 
Decatur, Iil. 


The advertisement in EM Week, to 
which Mr. Busher refers, showed him 
with a sample of his hobby—exotic 
penmanship. At right is the newspaper 
front page which featured him with 
a lengthy article and a photograph. 
It tells how Mr. Busher’s neat, hand- 
lettered cards have attracted customers 
to his store for many years. Needless 
to say, Mr. Busher’s Letter to the 
Editor was addressed in his flowing, 
decorative hand, and the envelope was 
painted in several colors. 


: _DECATUR DAILY REVIEW __ 
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This is the END of room cooler 
AIR FILTER PROBLEMS! 





e RIGID ALUMINUM. 
CONSTRUCTION 


e WASHABLE... 


with water 


halds shape, won't shred 


EASILY CUT TO SIZE... 


with knife or scissors 


SOLVES SPECIAL SIZE 
INVENTORY PROBLEMS 


HIGHEST EFFICIENCY 


rele fel oli-vo Miceli Michiel tw 4.4(-118 


design 


15” x 24” SIZE... 


fall ae comb atamelisiletimel| ml aliiy 


ee 


RIGID ALUMINUM CONSTRUCTION it 
.-holds its shape, won't shed particles, is safe, peak efficiency. 
clean and easy to handle. 


ELJMINATES STOCKING OF MANY 
SPECIAL SIZES...Easily cut to size, the 15” 
x 24” Trim-To-Size Filter together with the 
standard E Z Kleen for popular sizes fulfills 
virtually all room cooler filter requirements. 


WASHABLE...with a 










































PRICE 





GERMICIDAL... 


Super Filter Coat Adhesive con- 
TellatMal-s delaallelce) ola lal cele 


uilelttMmelelat-lalem a1it-te 


FULL PROFIT MARGINS 


PACKAGED IN 
POLYETHYLENE 


printed envelope 


ODOR REMOVAL... 


an exclusive sales feature 


FIELD FABRICATION KIT 


Jumbo size media, framing 
material and simple effec- 
tive tools available for easy 
fabrication of framed filters 


Or SEM TOSIZE 


EZ KLEEN AIR FILTER 


sales feature that keeps filter and unit at 


FULL PROFIT MARGINS...The Trim-To- 


Size E Z Kleen is the only product of its kind 
on the market. Cut-price competition from 
“almost the same” products is eliminated. 


PROMOTION HELPS...Envelope stuffers, 


streamers, catalog sheets, ad mats are all 


stream of water. A real available for special promotions. 
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More Plastics Coming for Appliance Industry 


Appliance makers were silent— 
but avid—observers when the plas- 
tics industry showed its latest wares 
in Chicago. At the 15th conference 
on reinforced plastics, appliance 
people learned that they, like al- 
most everybody else, will be using 
still more plastic in coming years. 

Displays of new products, new 
processes and new colors filled the 
sprawling Edgewater Beach Hotel. 
“l’m here just looking and learn- 
ing,’”’ a Whirlpool engineer said. 


Whirlpool researchers, he admitted, 
were working on a half-dozen new 
uses for plastics. And one manu- 
facturer, who had technicians at the 


conference, was said to be consider- 
ing all-plastic refrigerator liners 
and a plastic housing for his vacuum 
cleaners. 

These were some other displays 
which intrigued appliance makers: 


Sedlow, Inc. of Youngstown showed 
Kevinite in a new series of colors 
and patterns including some hand- 
some simulated wood finishes. A 
durable, very thin plastic laminate, 
Kevinite already is being used by 
some kitchen makers. By covering 
chipboard or masonite with Kevi- 
nite, they can turn out a good-look- 
ing, fairly low-cost kitchen. 

One major appliance manufac- 


turer was reported to be working 
on bonding Kevinite to steel. The 
result might be an appliance cov- 
ered with Kevinite, which could be 
recovered inexpensively whenever 
the kitchen is redecorated. 

Sedlow says Kevinite is cheaper 
(only about 20 cents a square foot) 
than a porcelain or a vinyl finish on 
a kitchen or appliance. 


Heil Co. of Milwaukee showed its 
freon blown polyurethane foam 
sandwiched between sheets of plas- 
tic. Entire truck tanks can be made 
of this sandwich without the use 
of steel, Heil engineers claim. It 
eventually may be used as insula- 


tion material for refrigerators and 
freezers but no one at the confer- 
ence seemed to have immediate- 
consumer plans for it. 

And Cincinnati Milling Machine 
Co. displayed a new process for 
making vividly colored TV and 
radio cabinets. The exhibit included 
a Sear’s TV and a phonograph which 
already uses the process. 

One session produced a note: of 
criticism for the appliance industry. 
An engineer, speaking during a 
discussion period, accused the in- 
dustry of using shoddy plastics and 
inferior techniques in its products. 
“This hurts both of our industries,” 
he warned. 





White Combo Offers 


Superlatives This Year 


Production won’t start until much 
later this year, but when White’s 
mono-unit launderer starts rolling 
off the assembly line, competition 
may have a heavyweight to deal 
with. 

A flock of superlatives are being 
claimed for the machine by Edward 
Lamb, chairman of the board of di- 
rectors of Lamb Industries, Inc. of 
which White Products Corp. is a di- 
vision. They include: 

e@ Short cycle for entire washing- 
rinsing-drying function which uses 
only fraction of the time taken by 
anything on the market today. 

e@ Highest capacity and smallest 
external cabinet size of anything 
now being sold. 

@ Only one-third the number of 
parts of other units. 

e Heats its own water electrically. 
e Attractive price. 

Lamb last week declined to de- 
fine “attractive price,” but explained 
that “the day of the inexpensive 
washer-dryer is inevitable. 

“This is going to be an extremely 
important product,” he said. “Right 
now we have several dozen proto- 
types spread over the country be- 


ing checked and double-checked in - 


field tests. The dies are in process 
for mass production.” 

The Meridian, Miss., plant in 
which the combo will be manufac- 
tured has not yet been built, but 
Lamb expects construction to start 
fairly soon. Completion would take 
90 days. He plans to have the com- 
bos on the market before the year 
is out. 





Con Edison’s Promotion: 
A Rainy Day Is Great... 


.. . for a dryer. With a $100,000 
push behind that slogan, Consoli- 
dated Edison Co. of New York 
helped dealers sell 6,985 units in 
the metropolitan New York area 
over the final three months of 1959. 

That represented a 33% increase 
over the previous year’s campaign 
when 5,251 units were sold, and a 
43% jump over 1957. 

Blanketing the area with adver- 
tising, the utility ran ads in all the 
New York dailies, 46 neighborhood 
daily and weekly newspapers, nine 
suburban Westchester County dai- 
lies and 24 Westchester weeklies. 

Rounding out the promotion, Con 
Edison furnished booklets on how 
to buy automatic dryers and put up 
posters, car cards and billboards. 





once your customers try PENTRON 
they buy PENTRON! 


We're making it easy with a 








Ask your PENTRON distributor or write the factory for details 
about the complete consumer promotion package 






PENTRON:® 


TAPE RECORDERS 


PENTRON © 777 S. TRIPP AVE. 
Canada: Atlas Radio Ltd., Toronto 





Triumph Model XP-60 


CHICAGO 24, ILLINOIS 





WIN A TRIP 


fOf JET 


Take off with the com- 
plete Pentron “Jet-Age” //) 
tape recorder line for / 
sky-high selling. It's 
easy to qualify! XY 
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KITCHEN CABINET CLIENTS 
above have come in to firm down a 
built-in sale. Shulman has _ excited 
their interest in a dishwasher for 
their client. Once sold, they will rec- 
ommend A & B and refer customers. 
CO-MANAGER BOB SHULMAN, be- 
low, jots down four leads for imme- 
diate follow-up. They originate in the 
field, come from manufacturers, or 
are walk-ins. 








TWO YEARS AGO Bernard Shulman’s enthusiasm for dishwashers brought 
him out of virtual retirement. 


TODAY a combination of enthusiasm, careful follow-up on leads, 
mass display and demonstrations enable this Brooklyn, 
N. Y., dealer to sell... 


A DISHWASHER 


A DAY 


Seven years ago A & B Home Appliances, 
Inc., a neighborhood appliance store at 1608 
Coney Island Ave., Brooklyn, N. Y., averaged 
eight dishwasher sales per month. In 1957 and 
58 this climbed to 27. Today the store is selling 
30 dishwashers a month in slower periods, 40 a 
month in peak periods. 

This figures out to a dishwasher sale a day. 
It further means some 400 to 500 sales a year, 
for a total volume of about $115,000—a substan- 
tial figure in anybody’s book. 


By JOHN RICHARDS 


What accounts for this remarkable perform- 
ance? “Two years ago,” says owner Bernard 
Shulman, a 20-year appliance industry veteran, 
‘we switched our emphasis. For years we shot 
direct mail out to one- and two-family home- 
owners. We finally quit mailing homeowners 
and switched to contractors, cabinetmen, plumb- 
ers, architects, decorators, electricians, paint- 
ers—any of the trades or crafts which deal 
with customers.” His rotary index files list some 
300 of these names. 
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This Brooklyn dealer pulled the switch be- 
cause he discerned a changing pattern about 
dishwashers. 

“The old concept of the kitchen as a work 
center died with the advent of built-ins,” in- 
sists Shulman. “This made dishwashers an im- 
portant part of any modern kitchen. Our job 
then became one of passing our enthusiasm for 
dishwashers on to the contractors involved in 
kitchen work.” 

Handling units by Hotpoint, KitchenAid, G-E, 
Westinghouse, Admiral, and, in more recent 
years, Waste King (for which he generates con- 
siderable enthusiasm), Shulman maintains that 
his dishwasher success today is a happy co- 
incidence of his changed policy and the advent 
of units with real selling features. Other rea- 
sons: 1) a zeal for getting leads and hard work 
at follow-up; 2) a functional display~arrange- 
ment and 3) careful selling and demonstrating. 


Selling in the field. Almost any day in the week 
Shulman spends the hours before noon out, in 
the field, solidifying contacts with contractors. 
From the moment he starts talking kitchens to 
any of them, he swings into a talk on dish- 
washers. 

“If I can convince these field men,” argues 
Shulman, “they’ll pass on dishwasher infor- 
mation to their customers. And I want to con- 
vince them that we’re the headquarters for 
these products. I’m carrying on an educational 
program and at the same time convincing them 
we’ve got the display to demonstrate and sell 
them.” 

Shulman’s field contacts tie in with a barrage 
of direct mail directed at contractors. Geo- 
graphically the store concentrates on Brooklyn, 
Queens and Long Island. It keeps a bombard- 
ment of circulars going out to these areas all 
through the year. Spec sheets are frequently 
enclosed. Dishwashers are covered, as well as 
ovens and burners, washers, dryers and gar- 
bage disposal units. From 15,000 to 80,000 
pieces may be put in the mails at one time. 

Additionally, A & B hits cabinetmen with a 
special message. The store advises such people 
that its display of eight dishwashers and 25 
ovens is the largest anywhere. It welcomes 
them to use A & B’s showroom as a supple- 
mentary source of demonstration and invites 
customers to be sent with cards. 


They keep track of their leads: A & B then 
meticulously records all such contacts. As in 
the case of all referrals a record is kept of the 
customer, when he was sent, what he was in- 
terested in, what he was shown. This informa- 
tion is transmitted to the source originating 
the recommendation. Once again the A & B 
salesman will reiterate: “Remember we’ve got 
the dishwasher in stock. When your customer’s 
ready to buy, we’ve got it.” 

Other leads come from street traffic and those 
received through manufacturer channels. Walk- 
ins result from the long reputation Shulman 
has acquired from offering customer services 





down through the years. As a heavy seller of 
dishwashers, A & B acquires a very healthy 
share of manufacturer referrals that originate 
as ad coupon requests, etc. 


A & B aggressively follows each of these leads. 
Even if the most casual customer drops in, a 
salesman will take a work sheet, jot down his 
name, address and phone number, list what he 
was interested in and his reactions. This intel- 
ligence is transferred to a master lead book— 
simply a rough copy note of every lead, written 
in longhand. Every night between 6:30 and 
7:30, A & B salesmen give this lead book a 
going over. They call up customers listed in the 
book, usually those who were in about a week 
before. 

“Mrs. Jones,” they are likely to say, “you 
were in looking at dishwashers last week. I’m 
calling to let you know we have what you want 
in stock and we’re ready to serve you. Did you 
come to a decision?” There follows additional 
selling, including reaffirmation of any prices 
quoted. In fact, this record of every contact has 
squelched any price haggling. 

Since it registers a notation of all dishwash- 
ers sold, this lead book serves a further pur- 
pose. For a wavering customer A & B salesmen 
will flip this book open and invite the pros- 
pect to call any dishwasher owner listed and 
ask if she’s satisfied. Many accept the invita- 
tion; satisfy themselves, then buy. 


Selling with displays. It’s no accident that 
A & B’s phalanx of eight dishwashers sits at 
the front of the store. It’s no accident, either, 
that this display is flanked by two walls of built- 
in ovens, nor that burners squat on top of each 
of the dishwashers. 

“Perfectly natural,’ says Shulman, “for cus- 
tomers, who come in to look at and shop for a 
built-in, to browse among our dishwashers. We 
have planned our display with that in mind.” 


The display works in three ways, has a three- 
way stretch. 

First, take the contractors or cabinetmen or 
other professionals. They know A & B’s renown 
for built-in displays. They come to see and 
learn about specific ovens and burners. While 
they’re in the store, Bernard Shulman, his son 
Robert or son-in-law Aaron Adrian will satis- 
fy their original request. Then talk and demon- 
stration will turn to dishwashers and disposers. 
Right then and there the sale of dishwashers 
really starts. If the craft personnel don’t order 
the dishwasher themselves, they’ll take notes 
and refer their customers. And they’ve come to 
understand that all such sales must be retail 
sales. 

Then take the customer brought in by a con- 
tractor. She has doubts about a built-in oven 
and wants to be shown. But before that cus- 
tomer leaves she is exposed to dishwashers. 

Or, finally, take the customer who comes in 
alone, either on recommendation or as a walk- 
in. She can browse among the built-ins to her 
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heart’s content. A salesman will be close at 
hand to answer her questions and then lead 
her into a dishwasher sales talk. 


The displayed dishwashers make it easier for 
A & B to conduct. demonstrations. ‘““We capital- 
ize on our product knowledge and our ability 
to demonstrate product features,” say co-man- 
agers Robert Shulman and Aaron Adrian. “And 
we’re not afraid to show customers why we 
may be getting just a little more for a dish- 
washer we’re selling. s 

“But we feel you’ve got to know your prod- 
uct. You can’t oversell it, you can’t high-pres- 
sure. You sell according to. a customer’s needs. 
With dishwashers, therefore, we make it a 
practice to know features. Sure we’re compe- 
titive in price. We have to be. But we give that 
extra effort to selling features that makes the 
difference between making a few dishwasher 
sales and making a lot.-We’re building a dish- 
washer business for the future.” 

What he says about price means that he rec- 
ognizes some dishwasher sales are being made 
in his area for as low as $10, $15 and $20 over 
cost. He prefers to sell units which give him a 
much better return, ranging as high as $55 and 
beyond. Even so he can remain competitive. 

On disposers, of which the store handles three 
—Waste King, Hotpoint and Suburban—sales are 
not as spectacular as those of dishwashers. 
A & B sells some three dozen a year. Average 
sales here run from $75 to $105, compared to 
average sales of dishwashers which fall into 
the $225 to $290 category. Dishwashers actually 
sell for as low as $160 and as high as $350, the 
latter figure covering convertible or specialty 
dishwasher sink combinations. 





GROUPED IN THE SAME AREA as 25 built-in 
ovens, the eight dishwashers on display get exposure 
when clients come in to check ovens. This is a 
contractor with a customer. 


THIS BATTERY OF PHONES is busy all day long. 
But for an hour at night A & B salesmen concen- 
trate on checking out dishwasher leads. Usually 
anything a week old calls for a follow-up. 
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IN HOT WEATHER customers want instant mounts and 
care little or nothing at all for features 
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IN NORMAL WEATHER, however, dealers must sell basic 


features. This is just one more piece of evidence that... 


Air Conditioning Has Developed 
A Split Personalit 


Last year’s heat waves spelled out air conditioning’s new split per- 
sonality: Enough heat will sell the standard mix. But too much heat 
demands a special mix—or the customer walks frantically out. 

By the fourth day of a heat wave, standard goods become sticky. 
The customer insists on instant relief, instant delivery, instant instal- 
lation. They’ll walk away from standard units and shop harder for 
the room units that they can take with them and install themselves. 


@ Dealers who rode the split last year found that it took two kinds 
of merchandise and two kinds of merchandising. Dealers who had the 
instant mount units at heat wave peaks did business. Those who did 
not faced a tough sell and risked cancellation if the weather broke the 


next day. 


@ Manufacturers who had instant mounts scored clear increases. In 
Chicago, Philadelphia and New York, Emerson Radio’s availability, 


There are other . . . and per- 
haps more important. . . 
“splits”? in the industry’s 
personality 


One that has industry disturbed 
is contained in the final sales fig- 
ures for the season. 

In 1959, industry sold 1.8 million 
pieces and shot to within a few 
units of the record high 1.83 million 
of 1956. 

Carryover was at an all-time 
low going into 1960, according to 
C. W. Paulson, chairman of the 
room air conditioner section of the 
National Electrical Manufacturers 
Assn. and then manager of that de- 
partment for Westinghouse. 

But the retail value of the busi- 
ness was down to $484 million from 
the record year’s $534 million. The 
so-called average unit sale had 
sagged from $293 to $269 despite a 
trend to higher capacity units. 


The irony is that many in the indus- 
try blame this downgrading on the 





BTU-rating which only two years 
ago was hailed as the white hepe 
for upgrading the industry in the 
mind of the public. 


In the very first year of near- 
universal acceptance of nameplate 
standardization of these BTU ra- 
tings, however, it has turned out 
that the public earned very little 
direct benefit from the industry’s 
honesty. 

Chief beneficiaries of the BTU 
standardization are manufacturers 
who can now challenge white lie 
ratings of other manufacturers back 
at the engineering level of the 
business. 


BTU ratings still do not give the 
public the necessary fundamental 
yardstick with which to measure 
the one really important factor: 
namely, what capacity do I need to 
fit my air conditioning needs. In- 
stead the BTU has become the key 
instrument in a _ dealer-consumer 
conspiracy to downgrade the price 
and to move the lower end of the 
line. 





By JAMES J. CASSIDY 


of the instant mount feature doubled and tripled the brand’s normal 


percent of market. 


® Dealers who suffered through the split last season are now making 
plans for capitalizing on it this year. They'll include both standard 
goods and instant mounts in the 1960 mix. 

They plan to buy and push standard goods in normal hot weather 
in order to keep both delivery and installation volume.. They'll buy 
instant mount goods as “heat wave” merchandise in the mix with 
standard units. Some will sell away from them early in the season 
in order to hold them for heat wave demand. 


@ No one dares estimate how big a piece of the business instant mounts 
got or will get this year. It is fairly safe to assume that even with 
increased activity this year, instant mounts will be no threat to the 
dominance of standard installation units-—for a while. 


People are buying BTUs per dol- 
lar now instead of proper comfort 
and other important features. 

If the whims of the weather were 
not enough, dealers must now fight 
the public’s BTU per dollar fixation 
in their attempt to sell the right 
unit. 

One of the chief critics of the sit- 
uation is Salvatore Giordano, pres- 
ident of Fedders. He points out to 
EM Week: “BTU per dollar is the 
minimum sell. It’s the poorest way 
to sell air conditioners and the most 
misleading. Unfortunately, many 
dealers find it the easiest way.” 

It is also the least profitable way 
to sell. 


But all is not bleak. There is a 
strong industry push to halt the 
slide to low end via BTUs per dol- 
lar. Dealers and factories alike are 
trying—weather permitting—to get 
the air conditioning business into 
the same step-up pattern which is 
upgrading TV and certain white 
goods items currently. 

Giordano points out the oppor- 
tunity: “The dealer can sell the 





higher ticket—with some effort— 
and he can sell the right unit. Take 
a 12 amp, 10,000 unit and a 7% amp, 
9,000. The nine costs the dealer $23 
more but he can get $40 more for 
it at retail. It’ll save the customer 
morey in the long run. It’s better 
designed. It’s more efficient. But the 
ten costs less and delivers more 
BTUs. The deal is too tough a sell. 
The customer gets the ten.” 

A G-E man criticizes the BTU 
per dollar problem moving his 
hand over the sleek body of a 
Cadiilac: “These boys don’t sell 
horsepower only. Why should we?” 

Dealers counter criticisms like 
these by accusing the factories of 
making too much noise about “hon- 
est BTU ratings” alone. Dealers 
claim that they are at the mercy 
of BTU per dollar buyers because 
the industry made the BTU a sig- 
nal factor at consumer level when 
it should have kept the whole issue 
at committee levels where BTUs 
are understood with perspective. 

Meanwhile the dealer is faced 
with the common situation of two 
air conditioners which look almost 
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identical, are both rated at 9000 
BTUs, but differ in price by $50. 
How does he, weather permitting, 
upgrade the sale and step-up to the 
higher ticket? 


EM Week asked hey dealers and 


key industry sales trainers how they . 


would pitch for the higher ticket. 
Most answers boiled down to a 
“lift the hood—and talk” approach 
geared to pitching the unseen qual- 
ity within the guts of the better 
unit itself. The “Anatomy of Cool- 
ing” sketch on this page is a com- 
posite of the bare essentials of a 
room unit’s inner self. It should help 
the dealer visualize some of the 
points made below. EM Week has 
selected these from many step-up 
starters gathered from dealers and 
industry sales trainers: 

Their general theme is that the 
sell of an air conditioner still re- 
volves around comfort. Most of the 
vital elements which do the basic 
conditioning are unseen—are inside 
the guts of the unit itself. 

Most people cling to BTU per dol- 
lar because it’s the one visible com- 
parison they understand. Until they 
understand unseen quality in. the 
better unit, they cannot understand 
the better value it offers. 

The following .are statements of 
unseen value which may help a 
dealer in the selling of the inside 
story. Some of these are quality 
pitches for all air conditioners, some 
apply to higher ticket goods only, 
some do not apply to all brands at 
all times. They’re all designed to 
explain air conditioning value: 


e Reliability: “They’re both 9000 
BTU units. The difference is that 
one will last six years, the other 
sixteen.” 


e@ Noise vs. capacity: “No air con- 
ditioner can be all things to all.men. 
The smaller package units must 
work harder and faster to deliver 
capacity. Capacity demands air 
movement which means noise. No 
unit can deliver maximum capacity 
and minimum. noise. The world’s 
smallest unit is the world’s noisiest. 
It cools a B-52 bomber. You can 
hold the unit in two hands. But 
noise at 40,000 feet with jets wide 
open isn’t important. Which is more 
important to you, noise or capacity? 
Something’s gotta give.” 


e Dehumidification: “If you’re just 
getting cooling, you’re not getting 
all you can get for your money. 
Humidity can be more uncomfort- 
able than heat. We have units which 
remove only one-and-a-half pints 
of water from room air in an hour 
and units that take out five pints. 
Have you thought about humidity 
as a factor?” 


e Dehumidification again: “A unit 
with too much BTU capacity will 
cool your room all right, budwill 
leave it humid. A too-big unit will 
do the cooling job it is told to do 
by the thermostat and will ..then 
shut itself off. When the room tem- 
perature goes warm again, the unit 
starts again and so on. The more it 
cycles on and off the less dehumid- 
ifying it does. That’s why a slightly 
smaller capacity unit is better for 
humidity conditions. The unit keeps 
on running—and that’s good for it 
too—and continues to dehumidify.” 


e Efficiency vs. cost: “Its- easier to 
build a high capacity, high voltage 
unit. When you deliver high capac- 
ity with low voltage, it takes engi- 
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neering know-how, more costly 
components, tricky interior design. 
Your wiring problem calls fora high 
capacity, low voltage, low amperage 
unit. The right unit will cost you a 
little. more now, but it. will save 
you a wiring job, will cut drain on 
the circuit and willsave you money.” 


e@ Fans and noise: “The : squirrel 
cage fan is especially engineered 
for maximum air movement at 
minimum noise level. Blade fans do 
not concern themselves primarily 
with whisper quietness. They con- 
centrate on pushing air.” 


e Fans and outside noise: ‘This 
unit is specially designed for people 
who have complaining neighbors. 
Air conditioners have two fans. One 
fires inside the room; one to the 
outside. Most units use quiet-design 
for inside fans only and ignore out- 
side noise. This one uses quiet fans 
at both ends. It takes your court- 
yard neighbors into consideration.” 


e No-drip fans: “As hot gas moves 
through the cycle and changes to 
liquid refrigerant, it deposits mois- 
ture on the back coils. In some 
units a drip problem is the result. 
Other units, however, use fans 
which have dispersion rings. Rings 
keep moisture off the coils, dis- 
perse it inside the unit.” 


@ What the coils do: “An air con- 
ditioner has two sets of coils. They 
serve two different purposes. The 
ones at the rear stick outside. They 
concern themselves mainly with 


THE ANATOMY OF COOLING 














INSIDE STORY of cooling is very 
much like water in a tea kettle. Cool 
water in kettle (1) takes heat from 
burner. Changes. to steam (2) as 
temperature and pressure of water go 
up. Hot, pressured steam bursts into 
low pressure air of room, (3) hits 
cool window pane. Steam gives up 
heat to the cool surface of glass (4) 
and turns back into water again. 
“Evaporate” means change liquid to 
gas. “Condense” means change gas to 
liquid. 
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UNDER PRESSOR 

A. evaporator coils B. condenser coils 
C. compressor D. fan motor E. con- 
denser fan F. evaporator fan 

LIQUID REFRIGERANT at low pres- 
sure takes heat from evaporator coils 
(1) which take heat from room air (2) 
moving over them. As liquid takes 
more heat, it turns to gas and is sucked 
(3) into compressor. Upstroke of piston 
puts gas under pressure, (4) bumps its 
temperature, and pushes hot gas into 
condenser coils (5). Gas gives up heat 
turning back to liquid again. Liquid 
moves through expansion valve (6) 
which drops pressure. Liquid refrig- 
erant starts through cycle again. 


»| OUTSIDE 


keeping the refrigerant in the lines 
potent. They have little to do di- 
rectly with cooling the air—as a 
matter of fact, they heat air that 
hits them. The front coils stick into 
the room and cool the,air—they’re 
the evaporator coils. As the front 
fan sucks room air into the unit 
over the coils and blows it out 
again, the front coils remove the 
heat from the air and cool it.” 


e@ Why staggered coils? “When one 
bank of coils line up exactly with 
the next one, they get in each 
other’s way. Moving air does not 
get maximum contact with coils 
since one bank may partly block 
out the other. Staggering exposes 
more coil surface to moving air.” 


e@ What do fins do? “Air is cooled 
as it contacts cool surfaces. The 
tubing through which refrigerant 
moves is thin. Fins in contact with 
tubing, in effect, broaden the sur- 
face which can be cooled by the 
refrigerant and increase the heat- 
handling power of the coils.” 


@ Why multiple banks of coils? 
“The more banks there are, the 
more heat the coil complement can 
extract from the air passing over it. 
Some units have two banks of coils 
—some as many as five.” 


e Why two-speed fans: ‘““‘Two-speed 
fans permit quieter night time op- 
eration. No matter how hot it is at 
night, it is less hot than in the day. 
Daytime cooling demands faster 
fan speed and more air movement 
which add up to noise. At night, 
fans can move slower since the cool- 
ing job is less strenuous. With a 
slower, second speed, noise drops 
sharply.” 


e Thermostat delicacy: “Our ther- 
mostat will be triggered by tem- 
perature drops of only three de- 
grees. Others need drops of seven 
and eight before they cycle 
agai. 


@ Weather lock: “Some units left 
in a window during winter have no 
provision for blocking the free flow 
of cold air. Ours blocks the passage 
automatically with a positive damp- 
er control oe 


e@ No rust: “You'll never. see this 
unit leaving a veil of rust down the 
back of a _ building. Our outside 
back panel is no-rust aluminum and 
our cabinet paint is bonderized, 
baked, so that it is salt, sun and 
desert proof .. .” 


e@ Why delay-switches: “Our unit 
cuts sudden power drain on house 
current. When you turn on our 
unit, you don’t tap power into both 
the compressor and the fan motor 
at the same time. With our delay 
switch, one motor starts up and gets 
to cruising speed before the other 
one starts .. .” 


Still another “‘split” is de- 
veloping within the industry 

A number of manufacturers be- 
lieve that BTU ratings amount to 
half a loaf. They feel that the cus- 
tomer understands her cooling 
needs most directly in terms of the 
square footage of the room to be 
cooled. 

Despite dangerous oversimplifi- 
cation implicit in square footage 
cooling capacity, several manufac- 
turers this year are deemphasizing 
BTUs and rating their air condition- 
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ing units in terms of room size. 

Among these are Gibson, Carrier 
and Philco. Gibson stays off the 
BTU rating. entirely and gives one 
square footage figure. Carrier 
treads ‘the middle line and gives 
BTU rating plus a spread—mini- 
mum to maximum square footage 
area. Carrier’s system attempts to 
allow for other factors which also 
affect cooling requirements. 

Philco—the loudest exponent— 
gives a wider range of area ratings. 
This system specifically mentions 
two other factors which must be 
considered, namely direction of sun- 
light which hits a room and insula- 
tion. of a room. 


The reason manufacturers are split 
on square footage ratings is plain. 
The whole square footage concept 
is very tricky. It all goes back to 
the original ARI system for running 
a cooling load, which is an analysis 
—by air conditioning engineers— 
of the factors which put heat into 
a room. These are “counted up” 
and. translated into a BTU total 
which must be removed. Once a 
precise total is arrived at, choosing 
the right unit is merely a job of 
matching the requirements of the 
room to the capacity of a unit. 

In such an analysis, square foot- 
age of the room itself becomes an 
almost secondary item. Size and 
exposure of windows in a room, for 
instance, is an enormous factor— 
and west exposure is double the 
factor of east or south exposure. 
Lineal wall feet and insulation of 
walls is a big factor. So is ceiling 
insulation. Whether there’s an oc- 
cupied room above, or not, drasti- 
cally changes the insulation factor. 
People in the room make.a big fac- 
tor—each person is worth 900 BTUs. 

Giving each factor maximum and 
minimum weight in a “typical” 
12x20-ft. room, an EM Week cooling 
load estimate showed that room re- 
quirement could range from 6,440 
BTUs to 12,400 BTUs. And the 
square footage, of course, was the 
same in each case. Night time re- 
quirement, by the way, dropped to 
3,900 BTUs for the same room. 

It is obvious why some manu- 
facturers choose to stay away from 
the square footage trend. A cus- 
tomer armed with square footage 
of her room and lacking other pre- 
cise factors can go very wrong in 
doing her own cooling load or ask- 
ing her dealer to do the cooling 
load based on insufficient and inac- 
curate information. 

However, it is also obvious that 
certain manufacturers feel that the 
square footage system must become 
an industry universal so that the 
customer and the dealer can talk 
in understandable terms. As of the 
moment there is no one sure way 
to come up with accurate cooling 
load estimates in a dealer store. 

Those manufacturers like Philco, 
Carrier and Gibson who are trying 
to create a more common language 
are aware of the problems their 
“average” figures face. Certainly 
their engineers are not pulling ar- 
bitrary figures out of-a-hat. The 
figures must involve the most ju- 
dicious compromises. indicated by 
wide ranges.of simcere research. 


Don’t kick the square footage at- 
temps. Square footage may yet be- 
come the lasting trend in fitting 
BTU rated air conditioners to the 
87% of American homes which do 
not yet have cooling. Watch ‘the 
square footage tries this year— 
they’ll produce a lot of learning. 
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Late last summer, thermometers soared all over the U. S. and proved again... 
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If Ivs Hot, So Are Fans 4.6. sox 


The scorcher, starting in mid-August and lasting through early Septem- 
ber, was the push the fan industry had been waiting for all summer. Sales 
jumped enough to wind up 1959 with a higher total than either ‘57 or 58. 


Again in 1959 the early weather picture for 
fan sales was very erratic. There were several 
periods in different sections of the country 
where early hot weather seemed to indicate 
that at long last the fan industry might have 
a good season. But each hot spell stopped just 
short of the good heat-wave required to move 
fans in volume. Consequently, fan sales never 
quite got off the ground at retail until late in 
the season. 

From mid-August through the -first week of 
September, however, there was a_ noticeable 
pickup in retail sales, especially along the East- 
ern Seaboard. This was particularly noticeable 
the first week in September. 

This late-season surge of consumer fan buy- 
ing proved to be a surprise to all fan handlers 
—manufacturers, distributors and retailers— 
who have always had the preconceived notion 
that the fan business at retail is dead after mid- 
July. 

As a result of this late heat-wave, total 1959 
fan sales were considerably better at retail than 
the previous two years, with most of the inven- 
tory carry-overs liquidated. 


Sales by areas. Only the West. Coast boasted of 
consistently hot weather all through the sum- 
mer. However, almost every part of the country 
did get some hot weather, and unlike- recent 
years, fan sales were spread more or less 
evenly geographically. 


Inventories. At the beginning of the 1959 sea- 
son, inventories generally were heavy at all 
levels of distribution. Dealers and distributors 
were extremely cautious in their early order- 
ing. They were determined to move the mer- 
chandise carried into 1959 first. 

Manufacturers limited their 1959 production 
schedules, and some makers dropped out of the 
picture entirely. Others stopped making some 
eategories, such as desk-and-bracket and has- 
sock models. This tightened up the supply to 





such an extent that the late hot spell caught 
many distributors and dealers short. One man- 
ufacturer claims that the late spurt “reduced 
the industry’s inventories to the lowest level 
since 1955.” 


Prices. Retail prices drifted generally lower in 
1959. In large metropolitan areas prices were 
cut drastically, particularly on carryover close- 
outs. As late June and early July came around 
without any really hot spell, there was a ten- 
dency on the part of some dealers to try to 
dump and get out from under their stockpiles. 

During this period there was a noticeable 
amount of advertising done on low-priced, “off- 
brand” models. The late hot spell, however, end- 
ed much of the price-cutting with most retail- 
ers moving all the fans they could lay their 
hands on with a fair margin of profit. 


Distribution outlets. While department stores 
still handle the largest volume of portable fan 
sales with appliance stores in second place, 
there was a marked trend in 1959 toward 
greater ‘volume going through discounters and 
mass merchandisers. To combat this, many de- 
partment. stores, chain stores,: including some 
automatic chains, leaned toward private label 
fans. 

Discount houses were probably third in vol- 
ume and hardware stores fourth. Drug outlets 
are still a factor in the lower-priced desk-and- 
bracket models retailing at $5.95 and $6.95; and 
variety stores, such as Woolworth, moved large 
quantities of these low-end units. 


The figures. In spite of the fact that 1959 
turned out to be an excellent year at retail, 
far beyond the highest expectations of indus- 
try leaders, the accompanying table, “Estimated 
Industry Sales of Household Electric Fans,’’ does 
not reflect this situation. That’s because the 
chart is based on manufacturer shipments—and 
these shipments actually declined in 1959. 





According to the table, 4,340,000 fan units 
of all types were shipped by manufacturers. 
This is a 2.3% drop from the 1958 total, and is 
the lowest number of units shipped by the fan 
industry since 1952. 

Kitchen exhaust and range hoods were high- 
est in volume with 1,565,000 units or 36.1% of 
the overall total. Desk-and-bracket models 
came next with 1,180,000 units, 27.2% of the 
total volume; window fans were next with 
1,150,000 units or 26.5% of the total. 


Window fans. Manufacturers’ shipment records 
for 1959 to the contrary, window fans still re- 
main the most popular seller, primarily in the 
20-in. size. One manufacturer, with his finger 
close to the pulse of the portable fan business, 
credits window fan sales with 50% of all the 
business done in 1959 at retail as follows: 


Window fans of all types................222..........-- 50% 

(poriable undirectional................ 18% 

- electric reversible............ 13% 

permanently attached.................... 17% 

CWE MOGe hn estes. . 2%) 
DGSK=BNG=DPECHEES once cssecesacnncowccnnsenddvececdseecs 42% 
Rollarounds ............. EOS» eRe coy A OM ed eR ... 6% 
Hassocks ....... : : . 2% 


(This manufacturer is not in the kitchen ex- 
haust range hood business, and has obviously 
not taken into account sales of this type.) 

The portable box type continues to enjoy 
greatest popularity with biggest volume in the 
electrically ~reversible models. 

Several manufacturers report a trend away 
from the permanently installed panel units; 
several say “timers, thermostats, pilot lights and 
pushbuttons still remain additional gadgets used 
mainly for sell up.” 


Rollarounds. In spite of the fact that manufac- 
turers’ sales of rollabout mobile type fans were 
42.5% below their record year of 1958 (210,- 
000 units sold in 1959 versus 365,000 units in 
1958), these fans continue to be popular be- 
cause of their versatility and high power, as 
large air circulators of the pedestal type con- 
tinue to fall in favor except for office and fac- 
tory use. 

While there is no reliable information avail- 
able as to the number of permanently attached 
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stand models sold versus the type that uses a 
regular 20-in. window fan on a stand (which 
is supplied as an attachment or accessory), in- 
formed guesses range from half-and-half to 
approximately 75% of the 210,000 units sold in 
1959 being accounted for by permanently at- 
tached type. 


Desk-and-brackets. Somewhat surprisingly, the 
desk-and-bracket type fan (which has been 
dropping in favor in the past several years, and 
which has produced a high mortality among 
manufacturers) seemed to hold its own in 1959. 
Another 1,180,000 units were sold. 

While the average retail price of these fans 
is set in the neighborhood of $19, actually the 
greatest number of units produced were in the 
low-end models. These low-end fans are chan- 
neled through drug chains and five-and-dime 
variety stores in great volume. 

The high-end models are being. used to sup- 
plement regular room air conditioning in the 
home. In this application they replace floor or 
hassock units formerly used extensively for 
this purpose, which also carry a higher price 
tag. 


Hassock fans. Unit sales of hassock fans held up 
relatively well, with a 52.9% increase over the 
preceding year (130,000 units were sold in 1959 
versus 85,000 units in 1958). 

Apparently they are still being used to cir- 
culate air in both offices and homes. 

Large air circulators, formerly used exten- 
sively in commercial establishments, now find 
their largest market in industrial plants be- 
cause of the large amount of air conditioning 
now being used in commercial establishments 
of all kinds. 


Kitchen exhaust. Over 14%-million kitchen ex- 
haust and range hood fan units were sold in 
1959, with an average retail price of $39.95. 
This represents 36.1% of the 1959 fan industry 
total and a rise of 42% in unit sales over the 
previous year of 1958. It tops the previous 
record year of 1956 by 14.3%. In 1956, 1,395,000 
units were sold. 

Star performer of the kitchen exhaust fan 
business was far and away the range hood type 
unit, and it is growing in popularity by leaps 
and bounds. 

The ceiling and side wall models are about 
equal, although they probably represent less 
than half the total unit sales of all types of 
kitchen exhausts. 


Estimated Industry Sales of Household Electric Fans, 1959 vs. 1958 


Most of the hood units include lighting, and 
pushbutton switching. Many have speed con- 
trols, and a great many hoods today incorporate 
filters. 

The built-in clocks and radios to date have 
established no particular trend, and as yet are 
not considered very popular.” 

Copper probably is the biggest selling finish 
at present, although stainless steel, brushed 
chrome and anodized aluminum are good sellers 
in the Midwest and Eastern Seaboard regions. 

Sales of hoods painted to match appliances 
are negligible throughout the industry. Al- 
though some manufacturers have attempted to 
promote color, it has so far gained only a vary- 
ing degree of success. Most competent kitchen 
designers prefer to keep the hood neutral from 
the rest of the kitchen decor, utilizing stainless 
steel or copper finishes. 


Ductless hood. One of the recent developments 
in kitchen exhaust fan business has been the 
ductless type hood. The volume of these units 
increased tremendously during 1959, particu- 
larly in remodeling work and in apartment 
houses where it is not practical to run a duct 
to the outside. 

The number of manufacturers entering this 
field has increased in 1959, and it is predicted 
that most of the major exhaust fan manufac- 
turers will produce a ductless type range hood 
in 1960. 

Distribution of kitchen exhaust fans for the 
most part is handled by the specialty type dis- 
tributor handling built-in products for kitchens. 
This type outlet seems to be becoming more 
a factor in the picture. This is apparently being 
accomplished at the expense of the conventional 
electrical supply. wholesalers whose electrical 
contractor cusf6mers, for the most part, fail to 
develop this fusiness. The builder makes his 
own decision, and since he can purchase ex- 
haust fans from specialty distributors he usually 
does so. This 'same distributor also handles a 
good share of the remodeling market through 
the kitchen modernizing dealer, so that his im- 
portance in the picture is very pronounced. 


The market. In all probability the construction 
market still takes the bulk of the kitchen ex- 
haust fan production. The remodeling market, 
however, represents about 25% of the total in 
dollars, and is important because higher priced 
units go into this market. Consequently profit 
margins are increased all the way down the line. 

Most manufacturers can make more money 
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selling the remodeling market. However, it is 
not big énough to support everyone. Hence, it 
receives concentration from just a few. 


Installation costs. Installation costs stay about 
the same with the exception of the remodeling 
market where labor increases, which are easily 
passed onto the consumer, play some part. New 
construction market installation costs remain 
about the same, since by by-pasing subcon- 
tractors, the builder eliminates their profit, al- 
though his own labor costs might be subse- 
quently increased. 


Bathroom units. Bathroom exhaust fans ob- 
tained spectacular growth in 1953 and 1954, 
and have maintained a steady increase each 
year. And it is predicted that in a few more 
years 50% of new homes will utilize bathroom 
fans. They may not be included in every bath- 
room in a house, but. at least half the homes 
will have at least one unit. The combination 
light and fan, or light-fan-heater in one basic 
unit is also increasing in popularity. 


New designs. In addition to the ductless range 
hood kitchen ventilators being introduced by 
most manufacturers in the kitchen exhaust 
business, another breakthrough in fan design 
occurred late in December, 1959, when General 
Electric introduced a drawer-type window 
model. In this model the manufacturer has 
turned the motor and fan blade assembly, usu- 
ally installed vertically, and mounted it hori- 
zontally to provide a new low silhouette pro- 
viding more window-viewing area. The low 
drawer-type unit glides in and out of room 
providing a selection of air mix, and a washable 
filter to remove dirt and pollen from air. 


Predictions for 1960. All leading fan manufac- 
turers predict that the fan industry looks bet- 
ter for 1960 than anytime during the last three 
to six years. Reasons given are (1) the fact that 
retail and distributor stocks in most areas are 
at the lowest point in a number of years, (2) 
the steel strike has created a shortage frame 
of mind, (3) prices show signs of holding firm, 
(4) there will be many new and interesting 
models to choose from, (5) pre-season sales to 
distributors and dealers are better than they 
have been for several years. 

If a generous dose of early summer hot 
weather is added to this favorable economic 
climate, there is every reason to expect that 
1960 will be.a banner year for the fan industry. 

















Kitchen 
Desk & Exhaust Portable 
Types Attic Bracket Hassock & Range Hood Window Roliabouts Totai 

ati 1959 105,000 1,180,000 130,000 1,565,000 1,150,000 210,000 4,340,000 
U 1958 92.000 1,390,000 85,000 1,100,000 1,413,000 365,000 4,445,000 
i 1959 24 112 3.0 36.1 06.5 48 100.0 
OF TOTAL 1958 21 313 19 47 318 32 100.0 
1959 $110.00 $19.95 $39.95 $39.95 $39.95 $44.95 $35.70 

AVERAGE PRICE 1958 $125.00 $18.50 $49.50 $41.75 $41.95 $49.00 $36.50 
Senos 1959 $11,550,000 $23,541,000 $5,193,000 $59,371,000 $45,947,000 $9,440,000 $ 155,037,000 
1958 $11,000,000 $25,715,000 $4 208.000 $44,000,000 $59 139,000 $17,885,000 $162,447.00 

: 1959 1 152 34 38.3 29.6 61 100.0 
% OF TOTAL 1958 1 158 26 11 36.4 11.0 100.0 

% Change 1959 vs. 1958: 

UNITS “1d 151 4529 422 186 475 93 
DOLLARS 04 85 234 349 03 412 _A5 























20 « SPECIAL REPORT ON COOLING * EVAPORATIVE COOLERS 


@ This is how an evaporative cooler works 





@ Once regional items sold only in the South- 
west, they’re selling in quantity today in mar- 


kets from coast to coast. 


® Last year over 700,000 units were sold and 
within three years sales are expected to push 


over the million mark. 


@ They’ve been oversold and undersold, praised 
and condemned . . . and despite all the con- 


fusion they continue to make inroads in the 
market place. Before you can sell them, how- 
ever, you must understand them. So here’s 


ELECTRICAL MERCHANDISING WEEK 
MOISTENED 


FILTER 








BLOWER 


What You Should 


Know About Evaporative Coolers 


First you should know of their sales gains. 
They’ve been rapid since 1953. 

In that year some 10,000 portable units were 
sold. By 1955 sales hit around 150,000. In 
another two years 400,000 units sold for a re- 
tail volume of $18,000,000. Last year volume 
hit over $30,000,000, accounted for by the sale 
of from 700,000 to 750,000 units. 


And it won’t stop there. Industry estimates are 
that next year will see another gain of 100,000 
units. In three years annual unit sales are ex- 
pected to hover close to one million. Retail 
value will approximate $40,000,000. 


Next, you should understand what they are. 
An evaporative cooler is simply a fan drawing 
air through a moistened pad or filter. It has a 
water reservoir and a pump to circulate: the 
water through the filter. The air thus cooled 
has a “spot cooling” effect when one is directly 
in the air stream. Historically, water sprinkled 
on reed rugs, and burlap hung over windows 
and then moistened by water dripping from a 
punctured pan overhead provided early forms 
of evaporative cooling. In 1937 the principle 
was adapted to big household units and large 
coolers sold well in the Southwest. It was not 
until 1953 that a portable cooler was marketed. 
Detractors have focused on the collection of 
bacteria in the water reservoir and in the 
moistened pad and have dubbed them “swamp 
coolers.” However, new features on the units 
in recent years have refined them (see box) 
and they now fill a niche somewhere between 
the fan and the room air conditioner. 


Next, you should remember that this hybrid 
status has been the rub. Promoters have, in 
some instances, blurred the product lines. But 
coolers cannot take the place of an air condi- 
tioner. Where the price of an air conditioner 
may be too high, the lower priced cooler ($29.95 
to $89.95) may be an alternative. Then the 
choice is between a fan and an evaporative 
cooler. And for total air movement coolers can- 
not match a good fan in the same price range. 
And so, in arid climates, where relative hu- 


By JOHN A. RICHARDS 


midity is consistently low, coolers still have the 
edge. They have rougher sledding where hu- 
midity is relatively high. 


But there is a corollary to this. It relates to the 
humidity coolers put into the air. Generally 
speaking in climates where the relative hu- 
midity averages 30 to 40%, conditions are 
excellent for portable cooler sales. Where rela- 
tive humidity hits the 70’s and 80’s, and even 
the 90’s, the fact that they add humidity to the 
room is a big disadvantage. In other words, 
evaporative coolers start losing their efficiency 
when the relative humidity creeps above 72%. 
However, weather studies in Houston, New 
Orleans, San Diego, Newark and Atlanta have 
proven there are big “hour blocks’ during the 
day when even high humidity areas have rela- 


What’s in a Modern Cooler 


MOTORS: From 1/20 to 1/6 hp, dual and 
3-speed, with pushbutton controls. 


WATER CAPACITY: From 3 to 7% gal- 
lons. Most have shut-off valves, for fan 
conversion. 


AIR DELIVERY: Up to 2200 feet of moist 
air per minute. 


FILTERS: Up to 1060 cubic inches. Some 
chemically treated filters are designed to 
combat germs, odors and mold. Special 
activated charcoal filters and purifiers fit 
over air inlet louvers and absorb smoke 
and other irritants. 


GERMICIDAL LAMPS: At least one unit 
features a built-in germicidal 600 milli- 
ampere ultraviolet lamp to kill germs. 


HEATERS: At least one unit features a 
heater. It operates on 120 volts, 1650 watts, 
and produces 5630 BTU’s per hour. 


OTHERS: Many top-of-the-line models 
feature thermostats and adjustable grilles. 


tively low humidity—much lower than 72%. 
During those hours evaporative coolers can be 
effective. During nighttime hours, when hu- 
midity builds up, water valves can be closed 
and the cooler operated as a simple fan. This 
undoubtedly accounts for the wider acceptance 
of evaporative coolers in the populous centers 
of the Midwest and East. 


Next, you should know of the controversy 
swirling about evaporative coolers. In Philadel- 
phia a big department store had a banner 1958 
but a sad 1959. Return ratios last year ran 
over 25%. One New York chain executive 
thinks “They look pretty but are merely a fan 
with water in them.” Still another New York 
chain operator has been ‘selling close to 2,000 
units per season and says: “‘They’re a marketing 
phenomenon.” Suppliers claim solid sales to 
such giants as Gamble-Skogmo, Western Auto, 
J. J. Newberry, J. C. Penny, Bloomingdale’s, 
Abraham & Straus, Jordon-Marsh and John 
Wanamaker’s. Despite this, one critic argues: 
“Evaporative coolers are having a boom as a 
result of the summer comfort theme promoted 
by the air conditioning industry. People think 
they are getting for $40 a product for which 
they should pay $200. The big thing to watch 
is second-unit sales.” 


_ Finally, you should knew how to sell them. For 


one thing, understand air—or more precisely, 
humidity. Relate it to your area. Don’t sell 
coolers under conditions where they’ll build 
humidity above 72% when used. And don’t 
minimize such inconveniences as noise, filling 
with water and moving them from place to 
place. Coolers can’t match a fan in the same 
price range. So don’t sell them as fans. How- 
ever, air treatment features are good selling 
tools. They have them, to a point. But they’re 
not air conditioners. Don’t sell them as such. 
If you remember manufacturers made them as 
“spot” or “personal” coolers, for use in well 
ventilated rooms, you’ll minimize returns. 
Dealer margins run from 33 1/3 to 40%. Aver- 
age gross take runs from $10 to $30, except 
where competition drops this from $2 to $10. 
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Turn the page for a look at the fabulous 1960 incentive for Chrysler Room Air Conditioner Dealers ...... 
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Like to own a wonderful new Dodge Dart? Sell Chrysler Room Air That?’s all there is to it! No fuss. No muss. No bother. And this 
Conditioners this season, and it will never be easier (or less expen- year, you can take the whole family on your trip to anywhere a 


sive)! Just follow these four simple steps: car can £0. 

F; he doll he f € this ad. S ' Sound easy? You don’t know what “easy”’ is—until you sell Chrysler 

‘irst, tear out the dollar on the tront page of this ad. Second, ca oa we . i r 
pas Room Air Conditioners. Last year, Chrysler Dealers chalked up a 

your Chrysler Room Air Conditioner Distributor and place your fontentic TRON enlen insresses This veer. sdth Gow trline, exive 


order*. Third, tell your Distributor what color Dart you'd like to power, unique features and colorful advertising, you can beat that 
own. Fourth, give him the dollar . . . and he’ll give you the keys. ... and then some! 


* How big an order? Surprisingly small. See your Chrysler Distributor for details (you'll find his name and number on the back of this ad). 





















Save $2,356.40! Sell Chrysler Room Air 
Conditioners . . . and get this big, beautiful 
new Dodge Dart for a dollar. Treat 

yourself and your family with this Seneca 
two-door sedan. It’s complete with all-new 
Economy Slant “6” engine, heater and 
Torsion-Aire ride. Take your choice of 
interior and exterior color schemes. The 
Dodge Dart is America’s lst Fine 

Economy Car ... and it can be yours 

for just one buck! 
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>, HRYSLER 


» AIRTEMP 


Airtemp Division, Chrysler Corporation, Dept. P-20B, 1600 Webster St., Dayton 1, Ohio. 








q NOW FOLD OUT BOTH PAGES... and take a long look at the hottest line in the cooling business. 











THE CHRYSLER BUILT-IN: Installs in the wall... quickly, easily, neatly. Exclusive Climate-Minder for temperature- 
humidity control, fingertip airflow control, plus many other deluxe features. Capacities from 7,000 to 12,000 BTU. 


E CHRYSLER SLENDER: First Room Air Conditioner that Thinks! Automatically balances temperature and humidity. All deluxe features. Capacities from 7,000 to 12,000 BTU. 
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CHRYSLER ROOM AIR 


Styling with a golden flair 


You'll do more business in ’60 with Chrysler Room Air Conditioners, because Chrysler gives you more to sell: 
more power, more beauty, more features. Here’s the story: 

More power. Top capacity on slim, trim Chrysler Slender and Built-In units has been increased a whopping 
20% . . . to 12,000 BTU. Yet there’s no increase in size! And the new Power King (Model P-25) leads the field 
with 22,500 BTU. 

More beauty. Last year’s styling leader looks even better for 60. The unusual lustrous Golden Grille gives 
you a real talking point for style-conscious customers. And even the knobs have been distinctively redesigned 
with a crisp, contemporary flair. 


THE CHRYSLER POWER KING: Up to 16,000 BTU from a unit less than 16 inches high. Automatic thermostat, new Golden Grille styling, single-control ventilation and exhaust. 





















CONDITIONERS FOR 60 


...plus power to spare ! 


More features. The Chrysler Slender and Built-In feature the exclusive Climate-Minder—an amazing 
control that automatically, constantly balances temperature and humidity for perfect comfort. And these units 
are also available with reverse-cycle heating in the 8,400 BTU models. All Chrysler Room Air Conditioners have 


automatic thermostats, and all, except the budget-priced Chrysler Casement, have fresh-air intake and two- 


speed fan. And in the Casement and Royal Casement, you'll find Super-V twin filters to trap more airborne 


dust, dirt and pollen. 


Compare Chrysler Room Air Conditioners for power, beauty, features—and price—with any other room units 


on the market. You'll see why the selling is easier and more profitable with Chrysler. 


THE CHRYSLER POWER KING (Model P-25): Super power in a handsome, compact package. Behind the Golden Grille is capacity for 22,500 BTU, plus automatic thermostat, vent and exhaust. 
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THE CHRYSLER CASEMENT: Priced to fit the tightest budget. Designed to fit inside the window without alterations 
or overhang. The only tool needed is a screwdriver. Automatic thermostat, Super-V twin filters. 6,000 BTU capacity. 


E CHRYSLER ROYAL CASEMENT: Installs in the window in seconds. No window alterations, no outside overhang. Automatic thermostat, Super-V twin filters, 


vent and exhaust. 6,000 or 7,700 BTU. 
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ALABAMA 
MOBILE 
McGowin-Lyons Hdwr.& Sup.Co 
Waters and St. Louis St 
HE 2-8721 


S. BIRMINGHAM 
Wimberly & Thomas 
Hardware Co., Inc 
1809 Ist Avenue 
FA 3-4661 


ARIZONA 

PHOENIX 
Air Products 
Div. of Climate Control Co 
2222 N. Black Canyon Hwy 
AP 8-8501 


ARKANSAS 

EL DORADO 
Ellen Bros. Electric Co. 
205 West Grove 
UN 2-4224 

FT. SMITH 
Engles Supply Co 
610 Towson 
3-4409 


CALIFORNIA 

STATE OF CALIFORNIA 
Airtemp Div., Chrysler Corp 
6001 E. Randolph Street 
Los Angeles, Calif 
PA 8-0304 


LOS ANGELES COUNTY 
Corwin-Hall Distributing Co 
1060 S. Figueroa 
Ri 7-6501 
Union Hardware & Metal Co. 
5555 Ferguson Drive 
RA 3-2411 


COLORADO 

DENVER 
R. A. Haines & Co 
960 Cherokee Street 
AC 2-1629 


{ rrCy, 


CONNECTICUT 

HARTFORD 
Stern & Co., Inc 
210 Chapel Street 
JA 7-5166 


DISTRICT OF COLUMBIA 
WASHINGTON 
Wilson Supply Co., Inc 
1259 First St., S. E 

LI 3-5385 


FLORIDA 
HIALEAH 
Airtemp Div., Chrysler Corp 
P. 0. Box 248, 
3171 E. lith Avenue 
OX 1-7454 


JACKSONVILLE 
Horne-Wilson, Inc 
745 Forsyth Street 
EL 6-1391 


ORLANDO 
Horne-Wilson, Inc 
1111 Virginia Drive 
2-1637 

TALLAHASSEE 
Horne-Wilson, Inc 
620 S. Woodward Street 
2-4553 

TAMPA 
Horne-Wilson, Inc 
223 N. 12th Street 
P. 0. Box 2150 
2-8331 : 


GEORGIA 
ATLANTA 
Airtemp Div., Chrysler Corp 
P. 0. Box 13434 
Station K 
TR 3-1417 


ILLINOIS 

CHICAGO 
Electric Supply Co 
701 W. Jackson Bivd 
AN 3-5225 


+ 
(> HRYSLER 


SEE WHY THERE'S MORE PROFIT 
IN YOUR FUTURE WHEN YOU SELI 


CHRYSLER ROOM AIR CONDITIONERS 


Send for your free copy of the booklet 
“It will pay you to take a long look ahead . . . 
with Chrysler.” It will give you ten sound 


dollars-and-cents reasons why more smart dealers 


are going places with Chrysler (in a new 


Dart, of course ) 


FIND OUT HOW EAS 
il IS TO DRIVE OFF IN 


A NEW DAR 


FOR A DOL 


‘(OUR LOCAL CHRYSLER 


LAR ! 


ROOM AIR CONDITIONER DISTRIBUTOR 


E. ST. LOUIS 
Illinois Electric Works, Inc 
1300-10 Missouri Ave 
BR 1-2452 

MATTOON 
Furste Auto Supply, Inc 
1620 Planter St 
AD 5-5418 


QUINCY 
Tossick Refrigeration 
1114 Broadway 
BA 2-1250 


INDIANA 

EVANSVILLE 
Ohio Valley Hdwr. Co., Inc 
1300 Penn. Expressway, W. 
HA 3-3131 

INDIANAPOLIS 
Airtemp Div., Chrysler Corp 
3730 Schofield Ave 
WA 3-3301 


KANSAS 
SALINA 
Air Conditioning Supply Co 
240 S. Santa Fe 
TA 3-6356 


WICHITA 
Midwest Motor Parts, Inc. 
151 N. Waco Avenue 
AM 7-5355 


KENTUCKY 

LOUISVILLE 
Stratton & Terstegge Co 
1533 Bank Street 
JU 4-5311 


LOUISIANA 

NEW ORLEANS 
Airtemp Div., Chrysler Corp 
711 Magnolia Street 
JA 2-4419 


Prove to me that I'll be money ahead selling Chrysler Room 
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SHREVEPORT 
Tri-States Distributing Co., Inc 
207 Crockett Street 
3-0533 


MASSACHUSETTS 
CAMBRIDGE 

Northeastern Distributors, Inc 

304 Vassar Street 

KI 7-8000 


MICHIGAN 

DETROIT 
C. Carson Merchandiser 
12210 Grand River Ave 
TE 4-4650 


MISSISSIPPI 
GREENVILLE 
Cooling-Heating Supply, Inc 
0. Box 3097 


Alexander Street 
MA 4-5481 


JACKSON 
Kremser-Oliver Co., Inc 
1011 Wholesale Row 
FL 4-4335 


MISSOURI 
COLUMBIA 
Baker-McClintic Co 
1019 E. Walnut 

GI 2-9131 


KANSAS CITY 
Wells-Jordan Distr. Co. 
3403 Troast Avenue 
JE 1-0600 


ST. LOUIS 
Refrigeration Supplies, Inc 
5172 Easton Avenue 
FO 1-4111 


NEBRASKA 
OMAHA 
Sidles Company 
7302 Pacific 

RE 5225 


ALL THE FACTS AND FIGURES! 


NEW JERSEY 
CLIFFSIDE PARK 

M. Rothman & Co 

140 Palisades Ave 

WH 5-6166 


NEW YORK 
BUFFALO 

North Star Supply Co 

255 Pratt Street 

MA 7332 


JAMAICA 


Sunset Electrical Sup. Co., Inc. 


92-18 150th Street 
JA 6-2760 


ROCHESTER 
National Sales Co. 
56 Rutter Street 
GL 3-9270 


NORTH CAROLINA 
DURHAM 

Southernair Co 

806 Ramseur Street 

2-2187 


OHIO 
CINCINNATI 
Johnson Electric Supply Co 
321 Sycamore Street 
GA 1-3700 
CLEVELAND 
Arnold Wholesale Corp. 
5209 Detroit Avenue 
OL 1-3600 


COLUMBUS 


Bogen, Inc 
334 E. Livingston St 
A 8-6543 


DAYTON 
Air Conditioning Service Co., Inc 
1868 W. Third St 
AM 8-3429 


TOLEDO 
The Toledo Merchandise Co. 


31-35 S. Superior 
CH 1-6201 


OKLAHOMA 
OKLAHOMA CITY 

Modern Distributors, Inc 

15 East Grand 

CE 9-1523 


PENNSYLVANIA 
ALLENTOWN 
R. D. Butz Co. 
128 N. 11th Street 
HE 5-7461 
ERIE 


Felheim Heating & Roofing Co. 


1420 W. 26th Street 
5-4411 
HARRISBURG 
Penn Appliance Distr. Inc. 
825 S. 26th 
CE 8-6714 
KINGSTON 
Kingston Electric Co 
444 Market Street 
BU 7-2129 
PHILADELPHIA 
S. S. Fretz, Jr., Inc 
870 N. 28th Street 
CE 6-3400 
PITTSBURGH 
Bryant Tri-State, Inc 
917 Brighton Road 
FA 1-6990 
WILLIAMSPORT 
Neyhart's, Inc. 
141 W. 3rd Street 
5141 


TENNESSEE 
CHATTANOOGA 


Southern Blow Pipe & Rfg. Co. 


111 N. Highland Park Ave 
MA 9-144} 


KNOXVILLE 


Fraker Htg. & Equip. Co., Inc. 


1313 Grand Avenue 
3-6141 

MEMPHIS 
Neel & Floyd, Inc. 
32 West E. H. Crump Blvd. 
WH 8-7676 


» 


AIRTEMP 
Airtemp Division, Chrysler Corporation, Dept. P-20B, Dayton 1, Ohio 


Air Conditioners. Please send me a copy of the “Long Look” Booklet. 


NAME 


TITLE 


ADDRESS 


CITY 


_COMPANY 


lo 


—— 





NASHVILLE 
Central Distributors 
Div. of Central A/C & Htg. Co. 
Thompson Lane at Kraft Dr 
AL 6-1675 


TEXAS 
DALLAS 
Sabine Supply Co 
P. 0. Box 10585 
FL 7-4521 
HOUSTON 
Airtemp Div., Chrysler Corp. 
903 Sampson St. 
CA 4-6411 
SAN ANTONIO 
Joe Thiele, Inc. 
1226 E. Houston St. 
CA 7-2491 
TEXARKANA 
Aycock Distributing Co., Inc 
420 Broad Street 
3-6512 


VIRGINIA 

NORFOLK 
Virginia Parts Corp. 
2111 Colonial Avenue 
MA 7-3624 


WASHINGTON 
SPOKANE 

Parts Wholesalers, Inc. 

S. 120 Cedar Street 

P. 0. Box 2200 

TE 1465 


WEST VIRGINIA 
HUNTINGTON 
Banks-Miller Supply Co. 
330 Third Avenue 

JA 5-9141 


WISCONSIN 

GREEN BAY 
Boulder Parts Corp. 
1509 S. Chestnut St. 
HE 7-4355 

MILWAUKEE 
McCarthy & Co., Inc 
4003 W. Capital Drive 
UP 3-2150 
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COMPLETE HIGH-FIDELITY STEREO SYSTEM! 
pA N OT H E R DELUXE AM-FM TUNER! 
V-M FINE-FURNITURE STYLING! 
e PACKED WITH PROVEN SELLING FEATURES! 


Yes, here's the console you've been asking for! 
As with the publicly acclaimed V-M Model 815, only the choicest of spe- 
cially selected, hig grade hard woods have been used in the distinctive 
cabinetry of the magnificent V-M Model 915. Finished in Genuine, full- 


bodied, hand-rubbed Cherry, it is a delight to behold in the most tasteful 
H | ¢€ H 4 F D E x LY living or music room . . . a joy to demonstrate and sell in your showroom! 


HERE ARE THE QUALITY FEATURES YOU SELL! 


e Superb AM-FM Tuner 
C4 F LY EO e Exclusive V-M ‘Stere-O-Matic’® 4-Speed Automatic Record Changer 


Plays both stereo and monophonic records—all speeds, sizes 


Present monophonic records sound even better! 
I L @ N @) ¢ R pA [> H Complete controls—exclusive V-M ‘tone-o-matic™® Loudness, Balance 


and Separate Bass and Treble Controls 





Dual-Channel Amplifier System—Total Power Output: 40 watts (peak) 


, 20 watts (peak) each channel 
RA [) * oe? x S @ | F — V-M MODEL 915 $37925 «:ist 


V-M MODEL 815 (without Radio Tuner) $27925 «ist 


C O M TODAY! 
MODEL 91s ee 





*Slightly Higher West 
= = ® 
the Wwoice of Music 


V-M CORPORATION e BENTON HARBOR, MICHIGAN e WORLD FAMOUS FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 








Westinghouse 








After United Illuminating devised a simple promo- 
tion for dealers in Bridgeport and New Haven... 


The 77 participating dealers sold 2,002 of 
the Westinghouse dehumidifiers which were 
featured in the two-month utility promotion. 

And about 1,000 units of other brands were 
sold in the area during the same period. 

So, even a conservative guess would put sales 
during UI’s promotion at over the 3,000 mark. 


Getting started on the plan was not simple. 
When UI vice president Larry Dunn approached 
Westinghouse officials last spring in search of a 
“successful promotion that had been used else- 
where,” he found there was no such animal. 

So Dunn created his own promotion. His first 
step was to commit his company to the early- 
season purchase of 300 units. His plan was for 
UI to control the inventory, consign units to 
participating dealers, mount an advertising of- 
fensive, then sit back and watch the sales flow. 
Under the plan, display crews from UI would 
install background display materials at point- 
of-sale. The dealer was to offer the unit at 
$89.95, on a 15-day free trial basis. They could 
suggest $3 down and $3 per month, with 6% 
carrying charges. UI even arranged for 
United Parcel to deliver the units. All the dealer 
had to do was display the dehumidifier, sell the 
customer, then phone the order to UI. He stood 
to make $20 on the deal. 


4 DbOMDiFep tng tp 


What the utility did 
United Illuminating spent about $8,000 to get 
dehumidifier sales off the ground. 


It got its program rolling by offering units to 
its employees for the period April 15 to July 1. 
Then starting on June 1 it began mailing some 
170,341 residential bill inserts ballyhooing the 
dehumidifier. This was repeated on July l, 
when the promotion was extended a month. In 
each of two New Haven and three Bridgeport 
papers, dehumidifier ads ran at least ‘once a 
week. In each of six weekly papers, ads ran 
each week. And programs on WICC Bridgeport 
and WAVZ New Haven, carrying 34 announce- 
ments per week, emphasized dehumidifiers. 


Meanwhile windows in both Bridgeport and 
New Haven offices of UI invited the public to 
guess how much water would collect in a small 
plastic pool from the dehumidifier running in 
the window. Filled jugs of water kept a tally 
of gallons of water collected to date. The closest 
guess would net the winney a free dehumidifier. 
Street traffic exposure excited 300 contest en- 
tries. No doubt both communities were startled 
by the end results: 47 gallons, one quart, one 
and a half pints in the Bridgeport pool; 37 
gallons, two quarts, one pint in New Haven. 


They So 
Dehumidifiers by the Carload 


UI kept four girls busy processing dealer 
orders. One office corner took care of the in- 
ventory, and there were days in late July and 
early August when truckloads went through 
UI’s office as fast as a receipted bill. While UI 
expedited units through United Parcel, West- 
inghouse distributor, Chase Electric, in New 
Haven, took to rushing wet units off the assem- 
bly line at Springfield. 


How the dealers reacted 


Dealers flipped over what UI did for them. 

It was like nothing they had ever seen before. 
For them it was like shooting the proverbial 
fish in a barrel. All they had to do was gather 
in the sales. 


“This is the most successful merchandising 
promotion run in the Bridgeport area in the 
last ten years,” said Alvin Pearlman, owner, 
Zemel Bros. who sold close to 60 units. Ten per- 
cent were new customers. Half were by phone. 


“It’s just fantastic,” said Bob Lederer of 
Lederer’s, Inc. ‘‘This is the cleanest type of sale. 
You contact the customer and collect the money. 
We’ve had over 50 new customers as a result 
of it. And it’s created exposure for a product 
hitherto dead.” 
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the Dealers Reacted 
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DRAMATIC IMPACT of dehumidifier at work : . hae 89: 
excited interest in contest run by UI. Utility of- , : : 3 15 DAY FREE TRIAL | 
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ne 
. ‘ ‘ tonhie fae 1/9" 
pressed public about water in air. % 4 















“FANTASTIC” WAS THE .WAY Bridgeport’s Bob “We got new customers and unusual exposure on a 
Lederer described UI’s dehumidifier promotion. low-saturation item,” exulted Lederer. 
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BRIDGEPORT OFFICE of United Illuminating be- 

came warehouse for dehumidifiers in unique plan 

to get low-saturation units moving. This floor was 

bare toward close of promotion. “NEVER ANYTHING like it,” commented Al Pearl- 
man, Zemel Bros., also Bridgeport. His sales ex- 
ceeded 60 and many were made by telephone. 


- 1 - ‘gible. 
Pra ger ae ee eee TAKING NO CHANCES with fickle customers, 
dealer Sharp Mossup of Bridgeport made his own 
pickups from UI. He then delivered himself or 


Dehumidifiers sold at the rate of eight or ten 
held them for pickup in the store. 


a week for New Haven dealer Sal Prisco. Rec- 
ognizing it as the first consistent, broad program 
on dehumidifiers, he keyed his selling to the 
area activity. He talked dehumidifiers up to 
customers. He pushed them as desirable units 
in new homes, especially for basement use. For 
his own convenience he stocked up from UI, in- 
stead of taking them a piece at a time. 

“That way,” said Prisco, “I could put it right 
in the back of the car, tell them to take it home 
for a few weeks. If they were satisfied I’d bill 
them later.” 


Dealer Sharp Mossup of Bridgeport also con- 
sidered it a good idea to keep ahead on stocks. 
He decided to make his own deliveries, rather 
than wait for a two or three day delay through 
UI’s United Parcel service arrangement. 


Probably the most unusual dehumidifier sales 
were made by TV and Appliance Headquarters, 
Bridgeport. That firm sold 10 dehumidifiers to 
one customer. She was an artist and art col- 
lector, who put them in the basement, studios, 
maid’s quarters, in a cottage, etc. In previous 
years TV and Appliance never sold more than 
five dehumidifiers. 
It was just that kind of promotion. 
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WORLD’S TOUGHEST QUALITY-TESTING MACHINE. When it keeps ringing for the same brand—when the drawer 
is full from high markups—when it stays full throughout the warranty period—you know you’re selling quality. This is 
just the kind of quality we specialize in at Sylvania. In 1959, dealers sold more Sylvania TV, more Sylvania radios, 
more Sylvania stereo hi-fi than ever before in history. And so far in 1960, they’re doing even better. A fact confirmed 


by the quality-testing machines of Sylvania dealers all across the nation. Sylvania Home Electronics Corp., Batavia, N. Y. 




















Quality you can bank on...in TV, stereo high fidelity and radio 


SYLVAN 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS Ss) 
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Looks at ‘Junkets’ 






































“Never mind the advertising support and protected 
territories. What kind of vacations do you people put on?” 





“Too bad about our wives’ plane being fogged in at 
Idlewild, isn’t it?” 


























“I’d really enjoy all this if I didn’t have to go back and “TI feel like a heel. Soon as I get back I’m going to work 
argue with the Internal Revenue guy about whether or for a rival outfit.” 
not this is taxable income .. .” 
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“I didn’t order them, They came in while you were down 


in Acapulco.” , . , 
“Conchita! What are you doing in the United States?” 


ELECTRICAL MERCHANDISING WEEK 


@. reasons why... 
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A revolutionary new fan! 


¢ Glides out to ventilate. Glides in to circulate—or 
glides to any point for desired mixture of outdoor and 
indoor air. ¢ Low silhouette—only 10% inches high. 
Permits complete privacy! « Three speeds! Installs 
with a screwdriver. 


Powerful local promotion 
program helps you'sell! 


e Operation Hot-Spot—Hard-hitting ads—when cus- 
tomers are hot for fans! e Operation Tie-In—100-line 
dealer ads and radio spots with space and time for 
your price promotions. e Big Merchandising Program! 
A Galaxy of Sales Promotion Material. Traffic-stop- 
ping displays for in-store and windows. 


AND .. . the General Electric written warranty is a 
powerful sales clincher! 

Ask your distributor how YOU can get in on this 
hard-selling promotional program. 


*Manufacturer’s Suggested Retail Price. 


General Electric Company, Automatic Blanket & Fan Department, Bridgeport 2, Conn. 


YOULL SELL MORE GENERAL 
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The General Electric Trimline 
Ventoglide Filter Fan 


PLUS — a truly efficient full inch-thick filter which 
removes all visible impurities including dirt, dust and 
pollen. And, best of all, this filter is completely wash- 
able for years of use. No other window fan filter can 
match it. Model LW-1 $§64,95* 





it’s a new complete line of fans 


There’s an excitingly new, freshly styled General 
Electric fan for every cooling job—and every pocket, 
too (from $18.95 to $74.95.) 

They’re going to turn over fast for bigger profits 
for you this summer because they’re styled for sales, 
loaded with extras—and because your customers 
know and trust General Electric’s fine quality and 
rugged dependability. 


SEE YOUR DISTRIBUTOR FOR DETAILS! 
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NS IN 1960! 
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New General Electric Custom 
Automatic 20" Filter Fan—W-15 


e Cools up to 5 rooms! e Automatic thermostat, 
timer and signal light! e Variable speed control and 
electrically reversible. e Glass fiber filter and ad- 
justable mounting panel! e New Trimline styling. 
e New Spruce Blue color. $74.95* 


PLUS ... Fhe New 


TRIMLINE PORTABLE AIR COOLER 


Pre-tested for a full year! In General Electric laboratories and 
in consumers’ homes. Your customers are assured of getting the 
tops in rugged, trouble-free evaporative cooling. Big water ca- 
pacity « Automatic thermostat e« Pushbutton controls e 3-speed 
blower e Front view water level indicator e It’s a powerful fan, 
too—with a flick of the switch. Lovely fine furniture styling. Spruce 
Blue and white. (Model E1—$49.95*) E2 (shown) $59,95* 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


The new 20-ineh Portable Trimline Fan 
New Trimline styling! 
Exciting new colors! 
General Electric’s exciting new Trimline fans are 
styled crisp and modern—fit happily into any 
decor. And, consumers will really go for the new 


Cool-as-Springtime color combination — Spruce 
Blue with white grills. Model W-12 $39,.95* 
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ELECTRICAL MERCHANDISING WEEK 


Chattanooga’s Electric Power Board 
demonstrates how inexpensive materials and 
fresh ideas can be combined to produce... 


FOUR GOOD IDEAS for 
AIR CONDITIONER DISPLAYS 


Dente 





i 


cut out of plastic foam block and three diverging plastic for cut-out daisies which urge viewers to “feel fresh as a 


Unique display like this can be created with “weatherman” 2 Vari-textured building materials form attractive backdrop 
clotheslines bent around the simply constructed weather vane. daisy with air conditioning.” 


duce illusion of a breeze in this window. Ideas can be used 
at any time, even if created years in advance. 


a tropical island are the only props necessary for this window 
display. 


Free-form sail on a simple bamboo mast and a suggestion of f Multiecolored strips of wall board with scalloped edges pro- 





introducing 
the new 


Whirlpool 
NO-FROST 
REFRIGERATOR- 
FREEZERS 





you'll love these features 


@ make ice cubes without trays 





e no frost even in the freezer 


e qguick-chilling shelf 
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NO-FROST 
FREEZERS protect food with the 


most wonderful climate in the world 
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It’s a climate with 
EXCLUSIVE ICEMAGIC® 


With new IceMagic, ice cubes are 
ready for instant use any time of the 
night or day, and, best of all, there 
are no trays to bother with... no 
filling or spilling or prying loose. Just 
open the door and help yourself from 
the handy bin that holds over 100 
cubes... the IceMagic will automat- 
ically replace every cube used. It 
even “‘dries’” the unique half-moon 
shape cubes before dropping them 
into the bin to help prevent their 
sticking together. The ice maker 
that’s been proven .. . over 150,000 
used in homes throughout the world! 


It’s a climate where 


FROST NEVER FORMS 


No troublesome frost ever forms in 
freezer or refrigerator. No more frost- 
covered packages to pry loose, no 
frost-packed shelves or interior walls. 
No messy defrosting because the 
coils are not in the food area. 


It’s a climate with 
CONSTANT COLD 


Cold recovery starts instantly. 

Super-cold air is rushed in from the 

Constant-Cold Reserve and circu- 

lated throughout to maintain a 

balanced cold from top to bottom 
side to side. 


It’s a climate with 
QUICK-CHILLING SHELF 


New Jet-Cold* Shelf quick chills 
beverages and food up to 3 times 
faster without freezing. Cold-air 
ducts inside shelf chill food three 
ways .. . by conduction, radiation 
and convection. 


It’s a climate with 
PURIFIED AIR 


Exclusive Air Purifying System 
constantly circulates, and refreshes 
the air. The Activated-Carbon 
Filter removes up to 974%4% of ob- 
jectionable food odors and keeps 
food fresher . . . longer. 


AGAIN IN 1960... 
MORE TO TELL, MORE TO SELL 


Here are additional features you can offer with an 


RCA WHIRLPOOL .. . 


trim look of a built-in without the 


built-in expense (no coils on back, flush-hinged doors) .. . 
Jet-Cold Meat Chest keeps meat fresher longer 


Million-Magnet door 


huge ‘‘zero-degree’’ freezer 


... glide-out aluminum shelves in refrigerator and freezer 
. . . big-capacity door storage with built-in butter con- 
ditioner, portable egg trays, extra deep shelves . . . bushel- 
size twin crispers with tight seal to retain humidity and 
keep produce fresh and crispy . . . sliding panel for tall 
bottles . . . left or right hand doors . . . toe-touch freezer 
door opener . . . interior lighting even in the freezer. 




































FREEZER 


captures and keeps food flavor 


Whether your prospects want an upright or chest type, 
RCA WHIRLPOOL freezers give you today’s strongest selling 
story! New upright No-Frost freezer captures and keeps food 
flavor in “zero-degree’’ cold, yet there is never any trouble-. 
some frost . . . defrosting is eliminated forever. In addition, 
upright freezers feature a tight-sealing Million-Magnet* door, 
new glide-out shelves, built-in can and food package dis- 
pensers, super-storage door with extra-deep shelves, trim- 
fitting flush hinges, exterior signal light and many other 
reasons to buy. Chest freezers, too, offer much more to tell 
and sell. There’s an exclusive Fast Freeze Fan (optional) 
that freezes food up to twice as fast as ordinary freezers; 
Roll ’n Store* baskets provide more convenient “‘on-top”’ 
storage and eliminate needless lifting; other wanted features 
include Freeze ’n Store* shelf, exterior signal light, adjustable 
counterbalanced lid and more. 





Million-Magnet door 


A “million” permanently-mag- 
netized particles embedded in 
the Vinyl door gasket, around 
three sides of door, grip the 
cabinet to “lock” cold in, “lock” 
heat out. Door opens with slight 
outside pull or inside push. 























atl ae A COMPLETE LINE OF UPRIGHTS AND CHESTS 

Ah bal Along with their many exclusive features and built-in pre- 
cision quality, RCA WHIRLPOOL freezers are designed to meet 
the needs-of every family. They are available in 5 upright and 
5 chest models, ranging in food storage capacity from 368 
pounds up to 740 pounds and with interiors of 10 cubic feet 


to 21 cubic feet. 
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Use of trademarks @@ and RCA authorized by trademark owner Radio Corporation of America 
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Join upl... 

its eas/er to se/|/ 
RCA WH/RLPOOL 
than sell against it! 
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By Pros for Pros. Key reasons, eight of ’em, why EM Week reads like it’s 
written just for you. It is... by knowing editors, concentrating on this business alone. 
Boss-editor Larry Wray in the top row, with Managing Editor Ted Weber at his right 
hand, as usual. Next Maggie Cook (research), Jim Cassidy (round-up stories), Anna 
Noone (new products). John Richards covers giant retail operations, Ken Warner the 
Midwest, Howard Emerson the West Coast. EM Week has twenty-one full-time editors 
specializing in your kind of news. These eight alone provide 154 years of experience to 
help you do a better job. That’s why every Monday the Pros read 
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ELECTRICAL MERCHANDISING WEEK 


POWERFUL- 





Adventurer 


~~ a id Tiny .. . lightweight . . . power-packed! De- 





livers more cooling BTU’s per kilowatt than 
i any comparable air conditioner! Has powerful, 
- t new Dual-Thrust Compressor, Cooling Maze 
= Coils, Two Cooling Speeds, Rotary Grilles. 

: — Installs in minutes in most any window. Avail- 
able with reverse cycle heat pump in 115V. 

(714 amp.) and 230V. models. 












Conqueror 


ideal for heavy-duty, multi-room cooling! Has powerful Dual- 


Discoverer 


Distinctively styled to flatter any room! Features Dual- Thrust Compressor, Cooling Maze Coils, 2 Cooling Speeds, Duo- 
Thrust Compressor, Cooling Maze Coils, fresh air and ex- Cycle Starting, Hygienic Filter, automatic temperature control, 
haust vent, and exclusive acoustically designed front. Avail- fresh air and exhaust vent. In 115V. (12 amp.), 230 and 208V. 
able in 115V. (12 and 714 amps.), 230 and 208V. Reverse models. Also heat pump models with auxiliary electric heat and 
cycle heat pump models also available with auxiliary electric automatic defrost. 


heat as well as automatic defrost. 
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All York units are tested and rated in accordance with both NEMA and ARI Standards 
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QUIET FOR 1960: 


YORK 


Room Air Conditioners 


& 
' 


Now! Powerful Dual-Thrust Compressor 
Plus New Acoustic Design Up Cooling Efficiency 
and Lower Sound Level! 


Remove 30% More Humidity! You can show cus- 
tomers how York’s exclusive Cooling Maze 
Coils remove excess humidity by forcing air to 
twist, turn and ricochet thru staggered tubes 
and rippled fins. 


Cools Quietly! Let them hear how quietly a York 
unit operates with its acoustically designed 
air passages, twin mufflers and sound isolators. 


Positive Filtering of Dust, Pollens, Even Bacteria! 
Blessed relief from hay fever, asthma! And the 


More Cooling BTU’s Per Kilowatt! Sell the sav- 
ings on utility bills, thanks to York’s new 
power-packed Dual-Thrust Compressor. 


cleaner, purer air means fewer cleaning bills, 
easier housekeeping! Powerful sales points with 
any prospect you talk to! 


one BLUE CHIP 
VIDEND FoR meal Exclusive YORK 








Now! Dynamic “Packaged” Promotions Ay oP 
Tie You In With the Big Power-Packed | | 
National Advertising Campaign! 


Real ‘‘exciter’” events bristling with traffic-pulling 
prizes, free gifts, price appeal . . . the works! Just the 
thing for getting maximum exposure for the red hot 
’°60 line of York Room Air Conditioners! 











MVMUNCE 


Offers the most 

rewarding sal 
Profit PPortunities in the nike on 
conditioning industry! bs 





MAIL COUPON! 


General Sales Manager 

Packaged Products Div. 

York Corporation, 

York, Pennsylvania 

I'm interested! Send me full details on 1960 York Room Air Con- 
ditioners, Pledge of Performance, and profit planning. 


York Puts More Into Every Unit, So You Get More Out of It. 


YORK 


YORK CORP., SUBSIDIARY OF BORG-WARNER CORP. 
SOUTH GRANTLEY ROAD, YORK, PA. 


BORG-WARNER 
RESEARCH & ENGINEERING MY NAME 
MAKE IT BETTER ADDRESS _ 


CITY e aie eee | | ee 


DIVISION FP) 
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Air Conditioning, Heating, Refrigeration and -ice-Making Equipment « Products for Home, Commercial and Industrial Installations 





ELECTRICAL MERCHANDISING 
A man who’s out to make a name for himself and his 
company — makes it a habit to read his businesspaper regularly 
and thoroughly. You know there’s no surer way to keep abreast 
of what goes on in your trade or industry. No richer source of 
useful, usable ideas for getting ahead in your job, or in your field 


—than the advertising and editorial pages of... your businesspaper. 
e. bh or as 


WEEK 
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PHOTO QN LOCATION BY EHRENBERG 


Where there’s business actton, there’s a 
businesspaper ... where there’s appliance business, there’s 
Electrical Merchandising Week 


One of a series of advertisements prepared by the ASSOCIATED BUSINESS PUBLICATIONS 
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Let Your Customers 


Be Your Shoppers 


It’s just as important to listen to a customer as it is 
to talk to one—and what they have to say can 
often be turned to your advantage 


As a retail appliance salesman, 
you know how to talk to a customer. 
But do you know how to listen? 
If you do, you can reap extra 
sales, for today’s shopper has one 
advantage over you: he gets around 
the market far more than you can. 


Suppose you have an exclusive on 
a particular make of refrigerator. 
It’s always been a big money maker 
but lately sales on it have been 
dropping. You haven’t been able to 
put your finger on the reason. Then 
one afternoon you’re showing this 
box to a woman customer. You 
talk for ten minutes, extolling its 
virtues like you always do. She 
seems to agree with you. Then she 
drops a remark, “Too bad they 
don’t give you what the others do.” 
So you ask her what she means. 
“Why you only get a one-year 
guarantee on the unit in. this refrig- 
erator,” she tells you, “not five 
years like all the other makes.” You 
stare at her goggle-eyed for a mo- 
ment, then ask her where she ac- 
quired this morsel of information. 
“The store on the corner,” she re- 
plies. Instantly the picture becomes 
elear to you. So that’s how compe- 
tition has been killing your sales. 
Henceforth, you show the five-year 
guarantee to every prospect. 


Or take the case of an imported 
hi-fi set you’re carrying. You’re the 
only ones in the area who have it. 
You price it at $329 which will give 
you a handsome profit. But it 
doesn’t move the way you thought 
it would. People come in, you give 
them the price, and you don’t see 
them again. You hate the idea of 
cutting the price on an exclusive. 
Then a customer comes back to you. 
He is bewildered but not about the 
price alone. 

And you get the story. The guy 
across the street is quoting on your 
set to shoppers. But oddly enough 
he is not trying to cut the price, for 
he does not really want to sell the 
set. He is quoting your price of $329 
and using that price to step the 
customer up $30 to a domestic set 
he carries exclusively at a price of 
$359. He is being successful because 
$30 is not too much of a stepup 
when coupled with a smooth sales 
pitch. But a stepup of $60 is an- 
other story. 

You drop the price of your hi-fi 
to $299, still allowing yourself a 
decent markup. This act leaves 
your competitor suspended in mid- 
air. If he quotes $299 on your set, 
the stepup becomes well-nigh im- 
possible. If he quotes $329, he 
makes a sale for you every time. 
But that is his concern. Your own 
problem has been solved by a cus- 
tomer’s tale, the type of nuance 
that even a professional shopping 
service may not detect. 


The man or woman in the street 
may also possess knowledge about 
the product you handle which you 
don’t know. Pick their brains. Sup- 
pose you handle a certain brand of 
washing machine. It’s your big 
number, your push item. Only it 


doesn’t have a lint filter. And 90% 
of your customers ask for a filter. 
You keep countering with the tech- 
nical information the factory gave 
you but it’s not too convincing to a 
lot of customers, especially the 
women, so you’re not able to make 
the switch to your washer as you 
should. One day a woman comes in- 
to the store. She looks like a waste 
of time since she’s dragging a shop- 


ping cart full of groceries. She 
starts idling through the washers. 
She lifts the lid of a filter type and 
you hear her say, mostly to herself, 
“This filter is a useless gadget.” 

You decide to draw her out. She 
is glad to air her views. ‘‘The only 
way you get lint on your socks in 
the first place,” she says, “is by 
washing them in with the other 
things—and no housewife worth her 
beans washes that way.” Then she 
struggles out with the shopping cart 
having never intended to buy. You 
look after her gratefully. She has 
given you an angle that will appeal 
to the female buyer. 


Sometimes the man frem the street 
can help put a product on the map 
where even the manufacturer has 
failed. Take the case of a particular 
make of TV, a good one. It’s sup- 


45 


posed to be your bread and butter 
number. But unfortunately most 
people just never heard of the 
make. You do the very best you can 
but sales don’t come easy. One eve- 
ning a man walks in, looking - for 
TV. He looks over your merchan- 
dise. Then a smile lights his face. 
He points at your set. “That’s what 
I’m looking for,” he chortles. At the 
risk of upsetting the apple cart and 
losing a possible sale, you feel you 
must know the reason behind his 
enthusiasm for the unsung set. From 
his pocket, he pulls out an obscure 
electronics magazine and opens it. 
“This is the set they recommend 
above all,” he explains, “they call 
it the best chassis on the market.” 

You sell him the set. You also go 
out and pick up as many copies of 
the magazine as you can find and 
clip out that article. 
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GRAYBAR ELECTRIC COMPANY, 420 LEXINGTON AVENUE, NEW YORK 17,N.Y. » 














OFFICES IN OVER 130 PRINCIPAL CITIES 
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SIMPLEST TO COOK ON 
SIEST TO SELL! 
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NEW 1960 WESTINGHOUSE ELECTRIC RANGE. Inside and out, this new Westinghouse Range gives your customer eleven 
reasons to buy. And they all add up to the most convincing reason of all: SIMPLEST TO COOK ON ... EASIEST TO CLEAN. 
1. “Fine tuning” Surface Controls. 2, Timing Center for oven, outlets. 3. Serv-Temp Roast Guard. 4, Automatic Grill with own 


control. 5. Safety-Matic Unit that makes every utensil automatic. 6-7. Miracle-Sealed Thrift and Master Ovens. 8. Single-Dial Oven 
Controls. 9, Lift-Off Oven Doors. 10-11. Plug-Out Oven and Surface Heaters. Be sure you stock it for easy, profitable sales! 
ANOTHER REASON WHY 


THE BIG BBE SWING IS TO WESTINGHOUSE :: 


Westinghouse Electric Corp., Major Appliance Division, Mansfield, Ohio 
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PRODUCTS 


FEATURES THIS WEEK 


Revco Bilt-Ins e Sub-Zero refrigerators. Fresh’nd- 
Aire and Westinghouse dehumidifiers e Nautilus, 
Law, Stanthony and Trade-Wind range hoods e 


Rabar and Travelaire coolers e Emerson, Hunter fans 


IA 
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REVCO GOURMET RG-99 RIGHT AND RI-89 ICEMAKER REFRIGERATOR LEFT 


REVCO Announces 1960 Bilt-In Line 


Six models of Revco Bilt-In refriger- 
ation products are announced: 

The Gourmet refrigerator RG-99 
with 9 cu. ft. of precisely controlled 
refrigeration, gently circulating air, 
chilling in a spiral evaporator out- 
side the food compartment and ex- 
posure to ultra-violet rays for re- 
duction of odor transfer and spoil- 
age. Temperatures, controlled off the 
air stream, are so even and precise 
that new convenience of storage ar- 
rangement is possible. 

Custom refrigerator No. RI-89 has 
7-cu.-ft. refrigeration, 1-cu.-ft. across- 
the-top evaporator featuring auto- 
matic pushbutton defrosting; can be 
installed singly or in conjunction 
with Gourmet for 16.3 cu. ft. storage. 
Custom freezer FC-79 has matching 
exterior to Gourmet or Custom re- 
frigerators; provides 5.7 cu. ft. frozen 
storage; has adjustable control from 
zero to 20 deg. below; features 


shucker trays and ice cube container. 
Undercounter freezer FU-69 same as 
Custom freezer with side vents and 
special frame to install under stand- 
ard kitchen counters. 

Undercounter RU-69 installs under 
counters for secondary refrigeration 
center in kitchen, recreation room, 
bar, office or patio service; has same 
interior as Custom refrigerator with 
special frame and grilles. 
Combination refrigerator-freezer RF- 
171 with 1l-cu.-ft. refrigerator sec- 
tion above a 5.5-cu.-ft. freezer com- 
pletes the line. 

All models have matching exte- 
riors and doors to provide a com- 
plete choice of location and arrange- 
ment; available in stainless steel, 
copper-glo or 25 custom colors; also 
available is a panel kit for attaching 
plywood, laminated plastic or other 
special materials to the square mod- 
els. Revco, Inc., Deerfield, Mich. 
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FRESH'ND-AIRE DEHUMIDIFIERS D50CH, D40CHA AND DS50C 


FRESH’ND-AIRE Portable Dehumidifiers 


Three new Fresh’nd-Aire portable 
dehumidifiers are unveiled for 1960 by 
Cory Corp. 

All models feature a permanent 
aluminum foil Micro-Filter, specially 
pre-coated with germicidal adhesive 
that contains bacteria and fungi de- 
stroying hexachlorophene and sodium 
propionate, to filter out dust, lint and 
dirt from the air; also to help remove 
air-borne pollen and odors; with the 
germicidal adhesive, the Micro-Filter 
kills 99% of air-borne germs trapped, 
the manufacturer claims. 

Filter can be snapped out for clean- 
ing and can be used over again. 
Top model, Jet-King, D40CHA, has a 
Y%, hp compressor; automatic humidi- 
stat; automatic shut-off control to pre- 
vent overflowing. It controls moisture 
in areas up to 19,000 cu. ft. and re- 
moves up to 5% gal. water from air 
every 24 hrs. With topside tote handle 
and outboard wheels unit can be 


rolled anywhere; available in parch- 
ment white furniture steel with gold- 
tone trim. 

Futura, D50CH, has its own tote han- 
dle and outboard wheels for mobility; 
1/5 hp compressor; controls moisture 
in areas up to 15,000 cu. ft.; removes 
up to 4 gal. water from air per 24 
hrs.; automatic humidistat; charcoal 
with chrome trim. 

Falcon, D50C, a promotional unit has 
a 1/5 hp compressor; removes up to 
4 gal. water per 24 hrs.; controls 
moisture in areas up to 15,000. cu. ft.; 
frost tan finish; rolls easily on its 4 
casters. 

All models have special condensate 
containers which have a hose connec- 
tion for easy long-range drainage. 
These heavy-duty containers have 
large capacities for regular use. 
Prices, Jet-King, $159.95; Futura, 
$139.95; Falcon, $109.95. Cory Corp., 
3200 W. Peterson Ave., Chicago 45. 





R&M-HUNTER 1960 Fan Line 


Hunter announces 1960 fan models 
and some price reductions: 

Deluxe All-Purpose fan, U20RT, has 
modern square style; gold bar push- 
button control panel across fan top 
front; 2-speed electrically reversible 
operation; thermostat and pilot light 
on panel; retractable handle and tele- 
scoping; retractable built-in window 
hanger bar; beige with white guards. 
Deluxe All-Purpose, U201,“has gold, 
picture-frame styling; rocker switch; 
thermostat controls. 

Roll-Away U20P and R&M-Hunter 
hassock fans remain unchanged at 
$54.95. 

A 12-in. Oscillator, FO12, designed as 
a desk or wall-hung circulator with 
adjustable angle and adjustable arc 
of oscillation. 

Prices, U20RT, $49.95; U201, $59.95; 


FO12, $29.95. Other models in line 
have been reduced, some as much as 
$10. Hunter Div., Robbins & Myers, 
Inc., Box 3775, Memphis 14, Tenn. 





SUB-ZERO Refrigerator-Freezer Line 


Sub-Zero 1960 line of built-in refrig- 
erators includes 9 models with stream- 
lined exteriors, automatic defrosting 








— 


SUB-ZERO 170 BIRF REFRIGERATOR-FREEZER 


interior and removable front panels 
as highlighted features. 

No. 170 BIRF an “over and under” re- 
frigerator has 14.7-cu.-ft. capacity; the 
freezer has 4 cu. ft. or 140 lbs. frozen 
food capacity; this “free-standing 
type cabinet has flanged front edges 
and is completely self-contained and 
self-venting; each section has a sep- 
arate compressor and adjustable tem- 
perature control. 

The line includes “over and under,” 
“side by side,” and separately located 
types of models; refrigerator capaci- 
ties from 9.5 to 16.9 cu. ft.; freezer 
capacities from 7.2 to 14 cu. ft. 

All models available in white, pink, 
yellow or green; coppertone, copper- 
plate, stainless steel and unfinished 
wood are also available at extra cost. 
Sub-Zero Freezer Co., Inc., Box 2017, 
Madison, Wis. 





WESTINGHOUSE 
Dehumidifiers 


Two re-styled dehumidifiers are an- 
nounced by Westinghouse. 

Supreme ESO6000 has automatic 
humidity control that starts unit au- 
tomatically and stops it only after 
reducing humidity to level selected 
on dial; extra large air drying coil 
completely exposed at rear; has 352- 
sq.-in. condensing surface; designed 
to remove air moisture quickly; port- 
able, with spring loaded casters; her- 
metically sealed refrigeration system 
has 5-year guarantee. Removes 33 
pts. water a day; keeps dry an en- 
closed area up to 16,000 cu. ft.; 22% 
in. high, 12% in. wide and 19 in. deep 
including 10-qt. polyethylene water 
receptacle that hangs on rear; arctic 
blue with mist white grille, and gold 
trim. 


Deluxe No. EDO5000 dries up to 
10,000 cu. ft.; sandalwood finish cabi- 
net, burnt orange grille; mounted on 
casters; rolls easily; has large size ex- 
posed evaporator coil for direct con- 
densing of air moisture; 23 pt. a day 
capacity; 19 in. high, 12% in. wide, 
13 in. deep. Westinghouse Electric 
Corp., Columbus, Ohio. 
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EMERSON ELECTRIC “BLOWER-LIGHT NO. 218 
EMERSON ELECTRIC 
Blower-Light 
Emerson-Electric’s blower-light bath- 
room combination No. 218 offers con- 
venience and comfort, adequately 


ventilating bathrooms that can be lo- 
cated for maximum floor space use. 






No. 218 blower-light combination is 
a double duty ceiling fixture that al- 
lows fast, easy, low cost installation 
with adjustable mounting brackets 
designed to fit standard ceiling joists. 
Whisper-quiet exhaust blower gives 
efficient ventilation; 20-watt recessed 
illumination through diffusing alba- 
lite lenses; grille uses patented “snap- 
up” attaching mechanism which holds 
tightly to ceiling, yet allows finger- 
tip removal; approved for standard 
building wire, electric service may 
be supplied from any lighting circuit 
to built-in splice box which is pre- 
wired for separate switching of fan 
and light; used with standard 4-in. 
round exhaust duct it has automa- 
tic damper to prevent back-drafts; 
chrome grille. 

Price, $37.05. The Emerson Electric 
Mfg. Co., 8100 Florissant Ave., St. 
Louis, Mo. 





TRADE-WIND Hood 


and Intercom 


Trade-Wind announces a range hood, 
and its entrance into the intercom 
business with a new unit. 

“Kent” hood has an axial flow venti- 
lator; aluminum filter; baked enamel 
copper finish; 36- and 42-in. lengths; 
prewired ventilator, light and switch; 
1-piece hood top; cut-out ventilator in 
center; dual underhood light; separate 
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TRADE-WIND INTERCOM 


slide switches for light and ventilator. 
Intercom system allows remote voice 
transmission from as far as 35 ft.; 
basic set includes master station with 
AM/FM 7-tube radio, all controls; 
3 interior sub-station speakers have 
volume controls; talk-listen switch; 
front door speaker; up to 9 speaker 
locations; stainless brushed chrome or 
antique copper. Trade-Wind Div., Rob- 
bins & Myers Inc., 7755 Paramount 
P1., Pico Rivera, Calif. 








LAU Range Hood 


Ventilators 


Two new 1960 ventilating hoods for 
ranges are announced by Lau: De- 
luxe Champion and Challenger. Both 
are designed for installation in new 
homes or those already built, are 
prewired for ease of installation, 


have mitered corners, permitting free 
opening of adjoining cabinet doors. 

Top line Deluxe Champion removes 
stale air, smoke, odors, with centrif- 
ugal blower unit pulling through a 
washable, life-time filter; 2-speed 
motor; air discharge is through rear 
or top; incandescent lights recessed 
behind diffuser and blower controlled 
by front-mounted switches. 

Challenger, for home builders and 
electrical contractors, removes air 
through powerful motor and fan 
unit; pulls air through washable 
filter; has top air discharge and 2 
incandescent light receptacles; front- 
mounted butterfly switches. 

Both lines come in standard 30-, 
36-, 42- and 48-in. sizes; coppertone 
or silvertone finishes; 300 cfm; acces- 
sories include 22-in.-high splash 
plates. The Lau Blower Co., 2027 
Home Ave., Dayton 7, Ohio. 





RABAR Porta-Coolers 


Radiax turbine-blade blower assem- 
bly is featured in Rabar 1960 models. 


-. é 
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RABAR PORTA-COOLER 581B 


Mounted horizontally in a special- 
ly designed air chamber, Radiax, a 
deep pitch turbine, pulls fresh air 
into chamber, swirls it under centri- 
fugal pressure, quietly forcing cool 
air into room. 

Motor weighs about 5 lbs., making 
it portable; moves large air masses 
at high velocity with 30% less noise; 
requires no installation; can be put 
into trouble-free operation by merely 
plugging into outlet; operates with or 
without water; specially designed 
aspen pad filters out irritating smoke, 
dirt and allergy-laden dust, provid- 
ing purer, healthier air; equipped 
with 2-speed motor, water gauge, 4- 
way directional -grilles; concealed 
handle; matching roll-away stand. 
Price, $48.90 including roll-away 
stand packed in same carton. Rabar, 
Inc., 10823 E. Rush St., El Monte, 
Calif. 





NAUTILUS No-Duct Hood 


Free-standing, P-1 deluxe range hood 
is designed to eliminate all cooking 
odors, grease and smoke _ without 
vents or ducts. 

P-1 is similar to the original Cus- 
tom No-Duct model but is not exact- 
ly the same. Both support the hood 
in a similar manner, and when 
either the Custom or P-1 model is in- 
stalled under cabinets, it is simply 
fastened with screws. It may also be 





suspended from wall over free-stand- 
ing range. P-1 is less expensive than 
the Custom model, and a bracket for 
mounting is available. 

It can be installed in minutes and 
fits any range, any wall or any kitch- 
en layout. Sizes available include 
30-in., 36-in. and 42-in. lengths. Colors 
available include coppertone and sil- 
vertone (custom colors are available 
on quantity orders). 

Features include a snap-out acti- 
vated charcoal filter 11x2x% in.; plus 
a snap-out fine mesh aluminum grease 
filter which is easily cleaned in hot 
water; quiet operating fan with re- 
silient-mounted G-E motor; push- 
button control for fan and built-in 
light; knockouts in back and top for 
wiring, and mitered corners are other 
features. Fits under 12-, 12%- or 13- 
in. cabinets. Major Industries, Inc., 
505 No. La Salle St., Chicago 10. 





TRAVELAIRE Coolers 


A portable air cooler that destroys 
air-borne germs and purifies air 3 
ways, “990 Cool-r-Purifier” is fea- 





TRAVELAIRE "990 COOL-R-PURIFIER" 











tured among six 1960 TravelAire 
coolers. 

“990 Cool-r-Purifier” contains a re- 
placeable, hospital-type 600 milliamp 
ultraviolet germicidal lamp with 
radiations that kill up to 95% of 
germs in air through which energy 
passes; 17-in. long lamp, with ballast 
and starter is mounted inside cabinet 
in path of cool air stream; life of 
lamp is reported to exceed over 2 
years of continuous operation. 

Other models in line include No. 830 
personal cooler with 2 speeds, water 
shut-off control; No. 860, deluxe per- 
sonal cooler with 3 speeds, direc- 
tional air control, vinyl coated cabi- 
net. No. 890, cooler-heater-humidifier; 
No. 1060 with automatic thermostat, 
3-speed blower water pump and 4- 
way adjustable grille. 

Price, No. 990, $74.95. Metalaire Prod- 
ucts Co., Phoenix, Ariz. 











SKUTTLE Humidifier 
The Skuttle Mfg. Co. announces the 
addition to its line of humidifiers 
and filters of a Model 50 Mistalator 
portable electric atomizing humidi- 
fier that operates on an aerosol prin- 
ciple; water is atomized at rate of 
about 1 pt. per hr. into particles of 
about 5 to 10 microns by centrifugal 
force; rapidly, evenly and without 
wetting, the surrounding area pro- 
duces a suspension of minute liquid 
particles in air as fog or mist; will 
humidify areas up to 8,000 cu. ft. 
Requires no more electricity than 
a light bulb; plugs into any outlet; 
finished in polished aluminum and 
stainless steel container; holds 5 qts. 
water. 
Price, $69.95. The Skuttle Mfg. Co., 
Milford, Mich. 











STANTHONY Range Hoods 


Stanthony announces 2 
kitchen range ventilating 
“Cosmopolitan” and “Custom.” 

“Cosmopolitan” series, designed for 
use with a free-standing range with 
vent pipe built into hood itself, which 
extends to ceiling, eliminates need for 
cabinets above range. 

Has 2-speed, twin blower rated to 
deliver 372 cfm at .0 in. static; 3 
easy-to-clean removable filters; built- 
in control switches; automatic safety 
shut-off switch; concealed lights un- 
der full-width, unbreakable trans- 
lucent lens; built-in back-draft damp- 
er; seamless; 4 coats high-baked 
enamel finish on _ steel. Provincial 
and Aristocrat styles; 9 colors; 4 sizes 
from 30 to 48 in. wide; self-contained; 
fully assembled and prewired. 


series of 
hoods: 





“Custom” series has complete hood 
assembly including filters, back-draft 
damper; 2-speed twin blower; built- 
in control switches; 2 easy-to-clean 
removable filters; concealed lights 
behind full width, unbreakable lens; 
4 coats baked enamel finish; also in 
Provincial or Aristocrat styling in 


choice of 9 colors and 4 standard 
sizes. The Stanthony Corp., 5341 San 
Fernando Rd., Los Angeles 39. 
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This is the big 


Sales Advantage 


in 1960 Room 
Air Conditioners 


NEW 


Coolerator 


with the Genuine Electrostatic 


Now profit with the biggest sales feature in room air conditioners today—Coolerator’s 
miracle Lectrofilter®! 

With this genuine electrostatic filter, you can offer your customers the cleanest cool air 
possible . . . at the price of ordinary units with mechanical filters! Lectrofilter removes up to 
99.5% of airborne dust and pollen by actual test . . . provides all the advantages of the 
principle used in giant industrial dust collecting systems costing thousands of dollars! 

In 1960, you can meet every customer’s needs with 8 Coolerator Custom Lectrofilter 
models sized from 1 to 214 H.P.... plus 1 and 2 H.P. economy Super conventionalis . .-.-four 
quiet Compacts® . . . and a full 144 H.P. Portable. Every model is top quality and includes 
automatic thermostat, new germ-killing filter and other deluxe features. 

Of course, you make full grosses for top net profits on every sale . . . because Coolerator 
lets you buy direct, gives you territory protection, and backs you up with a nation-wide 
system of field warehouses. 


Send the coupon below today for full details of the ’60 Coolerators and the exclusive 
Bonus Profit Plan! 


Filter at no extra cost 





1. QUALITY DIRECT FROM 
PRODUCTS FACTORY 


... And the Big Profit Advantage is Still Coolerator’s 


PURCHASING 





Exclusive Bonus Profit Plan! 


2. EXCLUSIVE 


FEATURES PROTECTED 
THAT SELL TERRITORIES 


COOLERATOR 


MAIL THIS COUPON TODAY! 


COOLERATOR DIVISION, DEPT. AC-215 


oa tf Ww F hy @ oO ka McGrew-Edison Company, Albion, Michigan 


Please send complete information on your 1960 Coolerator Room Air Conditioners 


McGRAW-EDISON COMPANY « ALBION, -MICHIGAN and Bonus Proft Plan 


In Canada: 574 Fourth Line, Oakville, Ontario DEALER NAME 


Finest in COMPANY 


PRODUCTS OF Home Comfort Appliances 
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This Brand Opens New 
Frontiers for PROFIT! 


Yes, there are still 
new profit frontiers in appliance’ 
selling with Silex! You get extra 
sales in an unsaturated market . 

with products that are gift- 
designed to be @istiactive and 
@iierem?. No brand line corrals 
gift-day sales better than Silex 
eeezee eee eee 8 
. . and you make more, too! 
Silex gives you more favorable 
margins with less competitive 
pressure and minimum dupli- 
cation of other products. ## 
SSR oR oR 





result is more turnover and bet- 
ter profit from your inventory 
investment! $666666444¢4¢4 


The Silex Co., 6333 W. 65th St., Chicago 38 
in Canada—The Silex Co., Ltd., Iberville, P.Q. 








EMERSON Announces 1960 


CONSOLE NO. 1614 


Emerson’ Radio announces “Tru- 
Slim” portable TV sets with wireless 
remote control, and 6 additional TV 
models, a stereo hi-fi phonograph and 
a clock-radio. 

No. 1602, 17-in. set with 110 deg. full 
power transformer chassis and wire- 
less remete control, has Emerson’s 
high-gain 3-stage I. F. amplifier; 
pulsed automatic gain control; front- 
projected “miracle tone” sound; and 
a cabinet with contour handle for 
easy portability. 

No. 1614, a 21l-in. model, is a full 
power transformer TV console in a 
Danish motif. It features wireless 
remote control, gain control, I. F. am- 
plifier, and multi-speaker hi-fi sound. 
Genuirtte walnut hardwood veneer 
cabinet has high style front panel. 
The TV-Stereo 8-speaker hi-fi phono 
modular ensemble consists of 3 
matched units which, placed side- 
by-side, form a home entertainment 
center: No. 1620, a 21-in. full power 


transformer console TV; No. 929, 
stereo hi-fi phono; and No. 975, 
matching cabinet with 3-speaker 





ELECTRICAL MERCHANDISING WEEK 


TV Models 


sound system for the second stereo 
channel—also provision for record 
storage space. Matching genuine 
hardwood veneer cabinets house the 
3 units. 

No. 1610, a 21-in. “Tru-Slim” full 
power transformer table TV also in 
genuine hardwood veneer, features: 
wireless remote control; I. F. ampli- 
fier; pulsed AGC; and front-mounted 
“miracle tone” sound. Limed oak, 
mahogany, or walnut finishes avail- 
able. 

No. 1528, 21-in. console TV, has I. F. 


amplifier, “Local-Distance” control, 
automatic noise inversion § circuit, 
“miracle tone’ FM sound, “magic 
memory.” Limed oak, mahogany or 


walnut finishes available. 

No. 1530, 21l-in. table TV, has I. F. 
amplifier; automatic noise inversion 
circuit; “miracle tone” FM _ sound; 
genuine’ limed oak, mahogany or 
walnut hardwood veneer cabinet. 
No. 919, push-button “Sleep-Saver“ 
clock-radio wakens to music or to 
conventional alarm, also operates ap- 
pliances; “doze-sleep” button; auto- 
matic clock, with luminous hands. 
Price, from $158 to $358 for TV sets; 
$248 for No. 1620; $138 for No. 929 
stereo hi-fi phono; $68 for No. 975 
speaker system and storage unit; $38 
for clock-radio. Emerson Radio & 


Phono Corp., Jersey City 2, N. J. 





MODULAR ENSEMBLE NO. 1620 





MARVELAIRE PORTABLE COOLER NO. B-1600 


MARVELAIRE 
Portable Coolers 


Eight new Marvelaire portable cool- 
ers are announced by Essick Mfg. 
Co. as follows: 

B-1600 all-season summer cooler- 
winter humidifier can be used as a 
humidifier in winter and in summer 
offers high, medium, low speed cool-. 
ing and ventilating; cabinet has “Tuf- 
Tex” baked enamel finish with con- 
stant level water trough, constant 
flow pump; also a water shut-off valve 
and spillproof water pour-in-door. 

B-2000 portable summer cooler or 
ventilator and winter humidifier. 

S-20 portable has 2-speed control; 
air flow grilles; water shut-off valve; 
water pour-in door; recessed carrying 
handles; automatic water level indi- 
cator; galvanized steel and baked 
enamel cabinet. 

S-14 Sterling portable has ventilator, 
heavy duty motor, blower wheel. 

B-1400 has 2-speed motor; large 
blower wheel; water-pour-in door and 
shut-off valve; lightweight; galvanized 
steel cabinet. 

Other models include B-2450, S-18 
and S-15 portable coolers. Prices; 
from $29.95 to $54.95. Essick Mfg. Co., 
1950 Santa Fe Ave., Los Angeles 21. 





TOY MANUFACTURERS 
of the U. S. A., Inc. 
200 Fifth Avenue—N. Y. 10, N.Y. 








Invites you to attend the 


1960 ay ore 
Toy ye 
in New York City 


Monday, March 7th 
thru 
Wednesday, March 16th 


(Open All Day Saturday, 
closed Sunday) 












Exhibits at... 
HOTEL NEW YORKER 
HOTEL SHERATON-ATLANTIC 
200 FIFTH AVENUE 
1107 BROADWAY 












- and other permanent showrooms 







PLAN NOW TO ATTEND 
THIS YEAR'S TOY FAIR! 




































































THE TOY INDUSTRY PROUDLY PRE- 
SENTS THE BEST IN_ INVENTIVE, 
CREATIVE, and ARTISTIC DEVELOP- 
MENTS in AMERICAN MADE TOYS 



































OLYMPIC "THE HAYWARD" 


OLYMPIC Table Radios 


Two new table radios: The Hayward 
No. 556 and Louisville No. 557 are 
announced. 

The Hayward, an AM radio, has a 
twin speaker sound system; 2 L.F. 
stages; operates on 105-125 volts ac 
or de, has 5 tubes including rectifier; 
also features a_ built-in high-gain 
tuned loop antenna; Conelrad chan- 
nels clearly marked; measures 6 in. 





OLYMPIC "THE LOUISVILLE" 


high, 12% in wide and 5 in. deep. 
The Louisville, table model, a power- 
ful AM radio with 5 tubes including 
rectifier; has direct drive tuning; a 
built-in high-gain loop antenna; 105- 
125 volts ac or dc, frequency range 
of 540-1620 kc.; 6 in. high, 12% in. 
wide, 5 in. deep. 

Price, all models “open.” Olympic 
Radio & Television, a Div. of the 
Siegler Corp., 34-01 38th Ave., Long 
Island City 1, N. Y. 





AMPEX Stereo Recorder 


Ampex Audio announces a new port- 
able stereo tape recorder, No. 970 
Stereo Monitoring Recorder, featur- 
ing a self-contained matched pair of 
amplifier/speakers for stereo play- 
back monitoring. 

The new model uses the same pre- 
cision tape transport as the No. 960 
portable deck installed in a longer 
portable case with a 2-channel stereo 





amplifier and two 7-in. oval speak- 
ers; peak output power exceeds 5- 
watts each channel; center-to-center 
distance between the 2 stereo speak- 
ers is effected through use of sound- 
directing panels in front of each 
speaker; through their angular ad- 
justability the panels provide full 
directional control of sound. 

Built-in amplifier/speakers give 
compact, 1-piece unit ability to play- 
back recording sessions immediately; 
monitoring “off-the-tape” while a re- 
cording is being made can also be 
done through earphones or built-in 
speakers. 

Plays 4-track and 2-track stereo 
tapes; portable luggage-type grey 
case, 254% in. long, 16 in. deep and 
9-in. high; weighs 46 lbs. Price, $750. 
Ampex Audio Inc., 1020 Kifer Rd., 
Sunnyvale, Calif. 





WAHL Home Barbering Kit 


A new 13-piece home barbering out- 
fit is now being offered by Wahl 
Clipper Corp. 

Featuring an ultra-styled chrome 
and gray Sterling model electric hair 
clipper in a newly styled, compart- 
mentalized display box, this kit pro- 
vides all the extra accessories re- 
quired to make hair cuts at home 
pleasant and rewarding. 

In addition to a complete set of 
attachment combs for various length 
of cuts from %- to %-in. crew cut 
style, there is a protective nylon 
plastic cape for the neck and a ny- 
lon dusting brush to remove clipped 
hair. 

Both a flat-top comb for cutting 
over hair, and a regulation model 
barber comb are also included in kit. 

The clipper itself, protected by a 
special blade guard, comes with a 
stationary 000-size bottom biade. 
Other blade sizes are available. 

A special lubricant for prolonging 
efficiency of blades as well as an in- 
struction booklet on “How to Cut 
Hair at Home” round out the kit. 
Price, $14.95. Wahl Clipper Corp., 
Sterling, Il. 
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Greatest step-up story since Hotpoint introduced the first 2-door 12 years ago! 


OF FOOD STORAGE IN THE 
FLOOR SPACE OF AN ORDINARY ‘12’ 


A 1960 EXCLUSIVE OF THE ALL-NEW HOTPOINT 


SPACE AGE 18 


WITH WONDERWALL INSULATION 





i JUST HALF AS THICK AS ORDINARY INSULATION 


ORDINARY HOTPOINT —ADDS 6 EXTRA CUBIC FEET OF FOOD STORAGE 
INSULATION WONDERWALL —AND ONLY HOTPOINT HAS IT! 


WONDERWALL Every call you get for a ‘12’ is a ready prospect for the 


new Hotpoint SPACE AGE 18—the only 18 cu. ft. com- 
bination that fits in the floor space of an ordinary ‘12’. 
Especially when you demonstrate the dramatic 25% 
more refrigerator storage (11.5 vs. 9.2 cu. ft.) and big 
128% more freezer storage (6.6 vs. 2.9 cu. ft.) your customers get with Wonderwall 
Insulation. Only half as thick, Hotpoint Wonderwall is every bit as effective as ordinary 
insulation —adds 6 extra cubic feet of storage inside without extra bulk outside. 

Hotpoint Wonderwall is backed by six years of exhaustive research and testing—your 
assurance of dependable performance and customer satisfaction. Contact your Hotpoint 
Distributor for full details today. 


gives you more inner space 
@ side to side @ front to back 
@ top to bottom 











DEMONSTRATE THESE NEW SPACE AGE FEATURES TO HELP CLOSE MORE SALES! 


or 
reall "| 


ae | 
Te 


“S4Hssths 


i 
s! 
2 


Model CP18A 


HOTPOINT DEALERS’ 
PROFIT OPPORTUNITIES 
ARE GREATER THAN 
EVER BEFORE... 


IF YOU’RE NOT 


A HOTPOINT DEALER 
YOU SHOULD BE! 


UVE GETTER 
e, 3 
“tormce™ 


Swing-Out Shelves, Crisper 
Bring Foods Out Front 
World’s largest shelves. 
Adjust up or down. Lift out 
for cleaning. Swing-Out 
crisper, 24 bushel capacity. 


Automatic Frost-Away 
Freezer—Swing-Out Basket 
simply no defrosting in the 
big 230 Ib. freezer. New 
swing-out basket with sep- 
arate sliding basket inside. 


New Magna-Seal.Door 
Seals in cold, magnetically 
Millions of tiny magnets in 
the door gasket assure a 
tight seal. Door opens from 
the inside, too. 


Rolls out for cleaning 
and decorating 


Refrigerator rolls out 
smoothly from the wall on 
cushioned wheels hidden 
under the cabinet. 


A Division of General Electric Company, Chicago 44, Illinois 


ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * CUSTOMLINE® 
DISHWASHERS 


¢ DISPOSALLS* *« WATER HEATERS + FOOD FREEZERS «+ AIR CONDITIONERS 





52 e ASSOCIATION NEWS 


NEMA Inducts Firms 
Into Its Membership 


Six more companies are on the 
rolls as members of the National 
Manufacturers Assn. They have af- 
filiated with seven of NEMA’s pro- 
duction sections. 

The companies and sections are: 
De Jur Amsco Corp., indicating in- 
strument section; Markel Electric 
Products Inc., fan, housewares and 
house heating sections; Assembly 
Products Inc., indicating instrument 
section; Union Carbide Consumer 


Products Co., dry battery section; * 


Electromode Division of Commer- 
cial Controls Corp., housewares, in- 
dustrial heating units and devices, 
house heating sections; Specialities, 
Inc., industrial automatic systems 
section. 





HERMAN H. SCOTT, president of 
H. H. Scott, Inc., is new board chair- 
man of the Institute of High Fidelity 
Manufacturers. 
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Without Middlemen 
It’s “The Devil to Pay’ 


The Devil, played by film star 
Buster Keaton, becomes angered at 
the United States and causes public 
opinion to force Congress to abolish 
the “middleman,” or wholesaling. 
That begins the film, “The Devil to 
Pay,’ which was given a premier in 
New York by its sponsors, the Na- 
tional Assn. of Wholesalers. The 
motion picture goes on to show the 
confusion, expense and inefficiency 
of a system of distribution which 
requires manufacturers to deal di- 
rectly with individual retailers. 

NAW, of which the National 
Assn. of Electrical Distributors is 
an affiliate, is making the 274%4-min- 
ute film available at $125 a print to 
wholesalers for local showings. 





“OPERATION STORE TRAFFIC” 











uality line 





and the 


LIFETIME 
2 PROTECTION 
POLICY 


makes it easy 
to sell 


Fee | a ® 
wictrex 
UPRIGHT and CHEST FREEZERS 


You too can cash in on “Operation Store Traffic’ — the sales-making 


program that’s paying off for Quicfréz dealers who bring in prospects 


with these new, powerful, colorful, sales tools. And, they'll tell you, 


the exclusive Lifetime Protection Policy back of each Quicfréz Upright 


“and.Chest Freezer is a solid Quic-action sales closer! Want to know 


more about the Quicfréz “Quic-sell” sales story of modern beauty, 


warranted dependability, high profits? Mail coupon today! 


Name 


Quicfréz, Inc., Dept. EMW, Fond du Lac, Wisconsin 


Rush “Quic-sell” facts about the. Quicfréz line. 





Address___ 





State__ 











— 





©. 














ASSOCIATION NEWS 


San Diego County’s Bureau af Home 
Appliances launched a_ laundry 
equipment sales campaign this 
month, emphasizing dryers. Two 
dryers will be given away and an 
extra commission plan for salesmen 
is in effect. Most leading dryer 
manufacturers are supporting the 
campaign financially,. according to 
J. Clark Chamberlain, manager. 


Walter Kelley, vice president of the 
New England Machine and Electric 
Co. of Pawtucket, R. I., was elected 
president of the Electrical League. 
of Rhode Island. Other officers 
elected are: vice president, con- 
tractors division, Charles E. Mc- 
Kenna; vice president, distributors 
division, Bernard E. Bell; vice pres- 
ident, members-at-large division, 
Frank E. Caulfield; vice president, 
retailers division, Cyril H. Buckley; 
treasurer, Robert Hanson; executive 
secretary, William Freudigman; as- 
sistant secretary, David W. King. 


The Home Ventilating Institute, an 
organization to provide the home 
building industry with home venti- 
lating information, has been formed 
by six charter members. They are: 
Berns Air King Corp., Emerson- 
Pryne Co., Fasco Industries, Inc., 
Nu Tone, Inc., Progress Manufac- 
turing Co., and the Trade-Wind Di- 
vision of Robbins & Myers, Inc. 


Electronic Industries Assn.—Wil- 
liam S. Hepner Jr. has been named 
manager of the office of informa- 
tion. He succeeds Herbert F. Hodge 
Jr. who resigned last November. 


Edison Electric Institute has come 
out with a booklet describing the 
development of rural electrification 
in the U. S. and playing up the pro- 
motional efforts of investor-owned 
electric power companies. Copies 
are available from EEI, 750 Third 
Ave., N. 2-4 Ns Ze 


National Assn. of Music Merchants 
has slated some changes for its 59th 
annual music show and convention 
scheduled for the Palmer House in 
Chicago, July 10 to 14. Among them 
are: Sunday opening instead of 
Monday, with four exhibit hours on 
Sunday afternoon; reduction of ex- 
hibitor rental fee; relaxation of dis- 
play rules in the large 400 Room 
(stereo hi-fi exhibits) to permit 
decorations on the front entrance 
of display areas. 

Here are new officers of various 
associations: 


Institute of High Fidelity Manufac- 
turers—Chairman of the _ board, 
Hermon H. Scott; vice president and 
director, Ray V. Pepe. Also elected 
to the board were IHF™M. secretary 
Saul Marantz, Donald Plunkett and 
Raymond E. Ward. Pepe was .ap- 
pointed acting president. 


Electrical Assn. of New Orleans— 
President, Arthur Wachter; execu- 
tive vice president, Charles J. Sin- 
nott; other vice presidents, Herbert 
G. Gregory, Charles G. Glueck, Z. 
K. Remy, Louis V. Busenlener, War- 
ren Munch; director of publicity, 
W. E. Clement; secretary, S.A. 
Cuyler; treasurer, A. M. Brewer. 


BReeky Mountain -Electrical Léague 
—President, Robert T. Person; vice ° 
presidents, Warren A. Terry, P. E. 
Brookover, Neil Simpson, W. L. 
Duncan; treasurer,-H. A. Mitchell. 
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NEW 
GERM- 
i; KILLING 
=i COOLER: 


) 


| 


- 


Radiation from 18-inch electronic germicidal 
lamp destroys airborne bacteria, viruses, and 
fungi at any of three air speed settings . . . with 
or without cooling. Now homes and offices can 
have hospital-clean air. New TravelAire Cool-r- 
Purifier* also removes dust, lint and allergy- 
irritating pollen by filtering and washing the air. 
Removes odors with accessory activated carbon 
filter. Humidifies in winter to relieve nose and 
throat dryness! 


Now everyone can enjoy hospital-type air disinfection at home 
and at the office! Used in schools, hospitals, military sleeping quar- 
ters. Completely shielded and safe. Kills bacteria, viruses, fungi at 
any of three air speed settings... with or without cooling! THE 
EXCITING NEW COOL-R-PURIFIER HAS OVER 12 TIMES 
MORE CAPACITY THAN DESK-TOP STYLE AIR PURIFIERS! 


MULTIPLY YOUR COOLER SALES with the multiple 
sales appeal in the 1960 TravelAire line! 
First in sales: 1954, 1955, 1956, 1957, 1958, 1959. 


COROBEX* SELF-PURIFYING FILTERS in all models! 
Another TravelAire selling bonus for 1960! Corobex is 


NEW 600 MILLIAMPERE ultraviolet germicidal lamp is installed inside a chemical wonder discovery that renders all Travel- 


Cool-r-Purifier cabinet along with special ballast and starter. Lamp ‘ : fil 7 al f d 
easily replaced by housewife. Kills air-borne germs before they spread. Aire cooling filters germ-proof, odor-proot, an 

Suggested retail price for Cool-r-Purifier, $74.95. Accessories include Write, wire or phone to have your mildew-proof for the entire life of the filter! 
roll-away tables, shut-off timer, odor removing carbon filter. TravelAire representative call! ‘Susdad oundinn 


The Leadership Line.. outsells every portable cooler line eve, year! 


MODEL 890 MODEL 990 ! 
MODEL 830 $34.95 MODEL 860 $44.95 Cool-r-Heater $54.95 MODEL 960 $64.95 Cool-r-Purifier $74.95 MODEL 1060 $84.95 


Budget-priced leader ! Deluxe personal cooler ! Cooler-Heater-Humidifier ! Deluxe room cooler! New germ-killing cooler! Automatic room cooler! 


Prices shown are suggested retail 
METALAIRE PRODUCTS COMPANY e 
560 S. 15th Street e P. O. Box 1712 @ Phoenix, Arizona 
Division of International Metal Products Company — 
World’s Largest Manufacturer of Evaporative Coolers 


PORTABLE AIR COOLERS 





54 ¢ MANUFACTURERS’ PROMOTIONS 


ELECTRICAL MERCHANDISING WEEK 


Magnavox TV Set Gets 
The ‘Downbeat’ in Test 


Magnavox this month is intro- 
ducing consumers to its new Re- 
sorter portable television receiver. 
At left, the ‘“indestructibility” of 
the set is tested by stick-wielding 
Jack Langdon, vice president of 
Wallich’s Music City. Holding the 
portable is George Fezell, vice 
president of the Magnavox Co. The 
onlooker is Clyde Wallich of Wal- 
lich’s Music City. 

Sales promotions for the portable 
focus on its big set chassis; special 
acoustical design; “set-and-forget” 
tuner; shock-proof all-wood frame 
and double-strength safety glass 
which can be removed for cleaning 
like the glass usually found only 
on larger sets. 














You'll like this brand-new feature: it’s designed to help you sell. Wright’s 
Activated Charcoal Air Purifier removes odors, smog, smoke and other dis- 


agreeable irritants from the air as it cools or ventilates. It’s the real sales- 
clincher in the new Wright line. And only Wright has it! 


Once again sales-minded engineering, smart styling and sound manufacturing 
practices make Wright portable air coolers your best bet for greater profits 
and customer contentment. 


Write today for full information * Pat. Pending 


2902 West Thomas Road, 
) WRIGHT Manufacturing C sf anne Bi 
ee Box 11247, Phoenix, Arizona 


/ 


Makers of the world’s finest quality air coolers and refrigerated air conditioning. 
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Model 1300 
Retails at $34.95 
Model 1330 y 
Boast at $44.95 | 


Model 1770 


Retails at $55.95 


Model 1880AP 
Features Air Purifier 


Retails at $69.95 i 


peace Model 2220AP 
Features Air Purifier 


Retails at $89.95 


REPRESENTATIVES: ATLANTA, Guy T. Gunter, Jr. e CHARLOTTE, Jim Turner e CHICAGO, Tilkin-Cagen @e CINCINNATI, Fred Eden e CLEVELAND, 
Jack Naumann e DALLAS, Roger Ringley e DECATUR, GA., Garth Stine e DETROIT, Ed East @ FRESNO, Jim Allan e INDIANAPOLIS, Jack Heiker 
@ LANSING, MICH., Vern Chumbley @ LOS ANGELES, Tom Prenovost e MINNEAPOLIS, Seymour Robinson e NEW YORK CITY, Bernie Leinoff @ PHIL- 
ADELPHIA, Maguire-Flynn @ PITTSBURGH, Dave Levy @ PITTSFORD, N.Y., Stan Hory e PROVIDENCE, Bill Payton @ ROCHESTER, Dick Zeusler @ ST. 
LOUIS, Meyer & Nackman e ST. PETERSBURG, Tom Russell e VARIETY CHAINS, John Morrison Co., New York @ WICHITA, Andy Bryant e WILLIAMS- 


VILLE, N.Y., Tom Hory 


Showing in Los Angeles Home Furnishings Mart Space 567 





MANUFACTURERS’ 
PROMOTIONS 


Working with a “pep” record of the 
“ALUMast Song,’ Channel Master 
Corp. is promoting its aluminum 
masting for TV antennas. Copies of 
the record have been mailed to all 
Channel Master distributors and 
are played by the company’s sales- 
men while calling on dealers. Ac- 
cording to Daniel S. Roher, com- 
pany advertising manager, the rec- 
ord is one of: the most successful 
promotion pieces ever used by 
Channel Master. 


Over 4,000 Admiral dealers are in 
the midst of a four-month cam- 
paign to win business-vacation trips 
to Miami Beach or Las Vegas in 
June. The promotion started Jan. 1 
and will run through April 30. 
Admiral’s 1961 television, stereo 
and radio lines will be introduced 
at the meetings. 


“Jump into 60” is the theme of the 
annual “white sale” which Westing- 
house’s major appliance dealers will 
run through February. Special ap- 
pliance values will be promoted 
through newspaper ads, radio spots, 
point of sale display material and 
TV’s Desilu Playhouse. 


Building a February-March sales 
campaign around a five-day free 
home trial promotion, Pentron Elec- 
tronics Corp. also will be offering a 
one-week all-expenses-paid vaca- 
tion for two in Hawaii. The vaca- 
tion will be awarded to sales per- 
sonnel who can duplicate, in order, 
the 10 leading features of a Pen- 
tron tape recorder as compiled by 
an independent market research 
firm. Dealers will receive a full 
promotion package of in-store aids. 


Using television ads in major na- 
tional magazines and local co-op 
advertising, Sylvania has launched 
a three-pronged spring sales cam- 
paign. Stressed in the campaign 
will be the 23-inch bonded shield 
TV line. Spearheading the entire 
promotion: ads on the Jack Paar 
Show, NBC’s network TV program. 


Already embarked on a 27-week 
winter-spring drive to boost sales, 
the North American Philips Co., 
Inc., is pushing its Norelco shavers 
in February. The shaver has been 
chosen for exclusive use at the 
winter Olympics and the company 
is backing this up with a broad ad- 
vertising campaign. 


“Whose Famous Hands—and How 
Does Robertshaw Give Them the 
Touch of Everyday Magic?” is the 
theme of a new ad campaign this 
year by Robertshaw-Fulton Con- 
trols Co. The ads will run in 10 
national publications. 


Magnavox features the Cavalcade 
in its ‘““Midwinter Festival of Val- 
ues,” running through Feb. 27. The 
new full floor TV model is a vertical 
console with side-front controls, 
available in both traditional and 
contemporary. Price: $299.90. An- 
other featured product in the pro- 
motion: the self-contained ‘Stereo 
Magnasonic.” Special price on this 
one is $199.50. 


A natural tie-in for freezers is be- 
ing offered Gibson dealers. They’ll 
get a complete freezer wrapping 
kit to close sales on Gibson’s G-316 
freezer, introduced at the Markets. 
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ANOTHER WAY 
RCA SERVES YOU 


what's happened to ‘3 





Twice the picture...half the cost! In six Full-year warranty on all parts and tubes! 
years color TV advanced from 9 x 12 in. All parts and tubes . . . even the picture 
to a 260 sq. in. picture. At the same time the tube . . . are warranted for 12 months, 
price has been cut in about half. Show your 
customers this big-picture demonstration! 


Now! Every color wonderfully lifelike! A 
new, improved color convergence circuit is 
one big reason that, “‘Living Color’’ isso sharp, 
clear and altogether right in 1960! RCA 
Victor Color TV is better than ever! 


excluding only labor . . . solid proof of RCA 
Victor Color TV dependability! 


ARTHUR MURRAY 
PARTY 
FORO 
STARTIME 


New ‘‘Wireless Wizard’’ remote tuning! 
Tuning is easy . . . RCA Victor’s complete 
remote control proves it! A finger flick does 
all the work, even turns the set completely 
off . . . from an easy chair! 


The KENBRIDGE, in dark cherry or walnut veneers and selected hardwoods. 


Like two sets in one—color plus black and 
white! Customers want a regular program? 
They just turn to its channel and they’ve 
got it! Owners say that their color sets give 
an ideal black-and-white picture, too. 


Color entertainment seven days a week, 
every week! Next month, 75 hours of network 
color —from sports to spectaculars —and 
there’s more coming every month! Even local 
stations have their own color specials, now! 


SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE 


dete. promote and demonstrate RCA Victor Color TV. 
Every day more and more dealers are finding out that 

RCA Victor Color TV is a substantial plus in TV profit. 
The product is right. It’s backed by excellent all round 
promotion. Consumer acceptance is at an all time high. 
See your RCA Victor distributor now. 


Your best prospects will be reading 
all about RCA VICTOR COLOR 
TV sets in big, full-color, 2-page ads 
in LIFE-Feb. 1, TIME-Feb. 8, NEW 
YORKER-Feb. 13, SPORTS ILLUS- 
TRATED-Feb. 15, CUE-Feb. 20. 


@ RCAVICTOR 


Tmk(s)® 


THE MOST TRUSTED NAME IN TELEVISION 








Are you 
re- ordering 
alr- 


| Heevereninle eters 
| now? 
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Reports coming in from every part of the country say 
the same thing: the public is responding in record num- 
bers to pre-season promotions where the savings on 1960 
tax-free air conditioners are emphasized. Alert dealers 
are enjoying a once-in-a-lifetime opportunity for extra 
pre-season sales. 


Fedders distributors are in a unique position to get your 
pre-season air conditioner promotion off the ground. The 
reason is that virtually the industry’s entire available 
supply of tax-free 1960 air conditioners is in Fedders 
distributor warehouses. And they’re going fast. 


For 1960 Fedders again provides a top-quality product 
...in nearly 50 different models. There’s a Fedders unit 
to fit every cooling requirement, every current, every 


FEODERS 


ain (OMETIONER 


Your Fedders distributor has this 
compact Selling Center that demon- 
strates the entire Fedders line in 6 
square feet. (Right now it’s paying a 
higher profit-per-square-ft. than any- 
thing else on appliance sales floors.) 
And for your window —this eye-catch- 
ing, purse-opening display that tells 
Fedders exclusive “Tax-Free” story 
fast. More than 2000 retailers have 
discovered that it builds air condi- 
tioner sales now! 








Hundreds of Fedders dealers are. They’re 
setting new sales records because the 
public is buying now... while tax-free 
1960 air conditioners are still available. 


FEDDERS 




















budget. No matter where you sell (or whom you sell 
against) there’s a Fedders that out-prices and out-per- 
forms anything your competition can offer. 


To all of this, Fedders distributors add powerful local 
newspaper advertising. It’s part of the plus in handling 
the Fedders line. 


So act...but act now. Call your Fedders distributor 
and learn how you can do some immediate air conditioner 
business. 


19191213. fog 



















world’s largest-selling 
AIR CONDITIONER 
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Maytag Sets Records 
In Sales, Earnings 


Last year was the most successful 
in the company’s history, President 
Fred Maytag II said in revealing 
1959’s financial results. 

“Our percentage increase in sales 
of home laundry equipment 
(16.4%) was substantially better 
than the 7% increase reported for 
the industry,” he went on. 

Net sales totaled $123,070,470 
last year compared with $105,763,- 
763 in 1958 and $113,015,022 in the 
previous record year of 1956. Net 
income in 1959 was $12,873,754, up 
30.1% over 1958’s $9,895,202 and 
substantially better than the pre- 
vious record of $10,400,971 back in 
1950. Common stock dividends last 





year totaled $2.10. 
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Motorola Net Profit: Going Up 


Up... up... up. Motorola’s 
profits were climbing. And they 
would continue to climb. 

According to President Robert 
W. Galvin, last year’s sales ($280 
million), would be more than 30% 
higher than 1958’s; net profits (ex- 
ceeding $14 million) would be up 
over 90%. 

The future? Galvin predicted 
sales would exceed $300 million in 
1960. 

“This is a reasonable expectancy,” 
Galvin explained, “barring further 
severe jolts from possible labor 
difficulties of other industries.” 

Keying Motorola’s climb to rec- 
ord sales last year, were substantial 
increases in the sale of television, 
stereo and ‘hi-fi, home radio prod- 


ucts, two-way mobile radio com- 
munication systems, portable radio 
equipment, Mesa transistors and 
other semiconductor products. 

Another factor: increased sales 
of car radios to automobile manu- 
facturers. 

The company’s military electron- 
ics business remained about the 
same as 1958. 

Noting that Motorola now has 
over 45 distinct product categories 
in eight decentralized businesses, 
Galvin outlined three major ways 
the company expects to achieve 
growth in the next 10 years: greater 
penetration with present electronic 
products; development of new prod- 
ucts; acquisition of other electronic 
business. 





America’s 3 Best Air Conditioner Values 

































































15,300 BTU/Hr. 














MIGHTY MITE — Only Welbilt has portable (7.5 amp. 6400 BTU) 


to fit casement and double-hung windows, too. 





BY COMPARISON, OFFERS MORE ADVANCED FEATURES—DEMONSTRABLE QUALITY | 





POWER MASTER-— 





WALL-SLIm — Super-powered cooling, less than 17” slim, up to 
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—AND BEST OF ALL, ACTUALLY COSTS MUCH LESS! 


Welbilt’s DIRECT FROM FACTORY TO DEALER FRANCHISE makes these extra benefits possible. The Welbilt 1960 program | 


offers you a built-in profit incentive—backed by a prestige brand identity which top merchants prefer to maintain for full profits. | 


The Welbilt franchise offers these advantages. 


Protects mark-up—no ADV price-cutting. 

Longest profit margins—mark-ups meet dealer requirements. 
Top rated quality—Welbilt is one of the air conditioning pioneers—year after year it is rated a top performer. 
Warehouses—in principal cities serving all markets. 
Now only Welbilt offers a bona fide casement window model—compact and portable—installs in a jiffy 


because it is designed for casement window installation. 


WIRE WELBILT—WELBILT SQUARE, MASPETH 78, N.Y. Welbilt has a complete line of deluxe gas—electric free standing— 
built-in ranges. Gas—oil—central heating and central air conditioning package units. 


Gets traffic—leader ‘prices on every model—with a model mix for every regional preference. 








New compact model. Up to 10,600 BTU/Hr. 








FINANCIAL NEWS 


Packard Bell Eiectronics Corp. ex- 
pects a boom year in 1960, accord- 
ing to President Robert S. Bell. 
And the prediction comes in the 
wake of a record-breaking fiscal 
year. After-tax profits in 1959 hit 
an all-time high; they were 37.2% 
over those of 1958. Sales for the 
last three months of 1959 hit an 
all-time high of $13,305,018. 


Connecticut Light & Power Co. has 
made a public offering of $25 mil- 
lion in first and refunding mortgage 
4% % bonds, series P, dated Feb. 1, 
1960, and due Feb. 1, 1990. 


Emerson Radio & Phonograph Corp. 
—Net sales for fiscal 1959, ended 
Oct. 31, amounted to $67,442,399 
as compared with $58,401,179 for 
previous year; net profit, $2,668,682 
or $1.30 per share, compared with 
$1,410,009 or $.69 per share for fis- 
cal 1958. 


Westinghouse Electric Corp.—Net 
income for 1959, including special 
income, amounted to $85,947,000, 
equal to $4.86 a common share com- 
pared with $4.25 in 1958. Excluding 
non-recurring special income the 
1959 net amounted to $4.44 a share. 
Special income resulted from fed- 
eral tax refund. Net sales billed in 
1959: $1,910,730,000; in 1958 it was 
$1,895,699,000. 


Ampex Corp. stockholders approved 
a three-for-one split in the com- 
pany’s outstanding common shares 
and an increase in its authorized 
shares from 5,000,000 to 10,000,000. 
Record date for split was February 
Ke 


Trav-Ler Radio Corp.—Six-month 
sales for the period ended Oct. 31, 
1959, $12,444,974, compared with 
$7,808,717 for the same period in 
1958; profits, $452,848, or 55 cents 
a share, compared with $107,038, or 
14 cents a share, for the same pe- 
riod in 1958. 


Carrier Corp.—Sales for fiscal 1959, 
ended Oct. 31, $263,434,000, com- 
pared with $252,537,000 for 1958; 
net profit, $8,266,000, or $3.62 a 
share of common, compared with 
$7,548,000, or $3.27, in 1958. The 
earnings per share figure in 1958 
would have been $3.54 if all sub- 
sidiaries now consolidated had been 
so treated in that year. 


Emerson Radio & Phonograph Corp. 
and subsidiaries—net sales for fiscal 
1959, ended Oct. 31, $67,442,399, 
compared with $58,401,179 for 1958; 
income after taxes last year, $2,- 
668,682, or $1.30 a share, compared 
with $1,410,009, or 69 cents a share, 
the year before. 


The Dayton Power and Light Co. 
has proposed $25-million offering of 
30-year, first mortgage bonds. Bids 
will be opened late in February. 
Proceeds will go to repay $18,800,- 
000 temporary bank loans and de- 
fray part of the cost of the utility’s 
1960 construction program costs. 


Hupp Corp. will record sales of 
about $75 million in 1959, according 
to John O. Ekblom, chairman of the 
company. Earnings will be approx- 
imately $2 million, or 50 cents per 
common share after taxes and pre- 
ferred dividends he told the New 
York Society of Security Analysts. 
In 1956, Hupp earned 20 cents per 
share on sales of $56.5 million. 
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Cool... '.coolest | 


AFDIOVC RIVIERA <0 ep 














AFE20PB CUSTOM 










SR-1- STANDARD 





SP-1 20" ADJUSTABLE PANEL 


New for1960... 


Westinghouse 
fans andcoolers 


New line...compact, complete...only 13 models! Faster turnover! 
Lower inventory...and the hottest profits of the year! 


72 years of fan leadership prove you CAN BE SURE...IF ITS \ Vesti nghouse 
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A DEALER SALESMAN says 


‘My Luck Changed 
When the Pigeon Hit Me’ 


Successful selling is not all salesmanship. Once in a while, you 
have to roll a seven. The best salesman in the world, which 
I am not, must have a little luck too. This is brought home 
forcefully to me a few days back. 


I am in a run of bad luck for days. Nothing I touch turns out 
right. I just cannot write a deal. Then this morning I am 
parking my car near the store. Even today my luck starts 
bad. The only parking space I can find is under a certain tree 
where the pigeons are plentiful. Every time I park here my 
windshield is splattered. Today one hits me right on the 
shoulder as I leave my car. I shake my fist at the pest, mut- 
tering a fearful oath as the bird flies away. 

Bemoaning my ill fate, I continue into the store. My first 
customer is already waiting for me. He is a guy who was in 
last week for a portable stereo. He had no dough then but I 
worked a dollar deposit out of him. But that was six days back 
and I have not heard from him. Now he is here and I am ready 
to give him back the buck. Instead, he reaches into his jeans, 
hands me fifty dollars, and tells me to deliver the set tomorrow. 
To say the least, this is a pleasant surprise. 


The next guy in is a chiseler who was in last night, worked 
me down to a low, low price on a washer, then went out to try 
and beat the price. Now he comes back with his wife to no 
doubt leave an order at a price I cannot deliver. But to my 
utter stupefaction, without any help whatsoever from me, the 
chiseler switches himself to another machine, proceeds to sell 
his frau on it, and leaves an order at a proper price. 

Just then the phone rings. On the other end is a deadbeat 
on whom I have just had credit turned down on a wonderful 
deal. He calls to advise that he has found a gilt-edged cosigner 
with 15 years on the job. I cannot help but rub my hands with 
satisfaction. 


And this is how it goes all day. One plum after another seems 
to drop into my lap. Finally it is near closing. The last cus- 
tomer squeezes through the door as I lock it. He is looking 
for a stereo tape recorder which I do not have. Frankly, I 
have had my fill so I let him idly leaf through the catalog as I 
go around turning off lights. 

He sees a picture of a $350 hi-fi combination and asks me 
about it. I point it out to him on the floor. In five minutes, he 
has bought it. Then he says he might as well look at TV while 
he is here. Grumbling because it is late, I show him around. 
It does not take long before I find myself writing up a lowboy 
for $290. He hands me a deposit of a hundred dollar bill and 
two fifties. 

As I open the door to let him out, my customer smiles. 
“Tll bet you never expected to make a sale to me,” he says. 
I smile back. That’s what he thinks. How is he to know that 
this is the day the pigeon hit me? 


ABOUT THE AUTHOR—For reasons which become obvious as you read this 





column, the author does not wish to be identified. He is, however, 
exactly what he claims to be—a hard-working retail salesman who 
has problems (and solutions) which he shares with you here once a 
month, 





























“I don’t know what’s wrong with it, Lady. All the tubes light up.” 
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“TAKE IT FROM ME... 


Frigidaire has what it takes in 
Air Conditioners for 1960!” 


“I’ve seen the new Frigidaire Line and compared it with others, and I 
can tell you that no one surpasses Frigidaire in the features and qual- 
ity people want today. The new Dehumidi-Coil, Hush-Foam Air Guide, 
Hi-Dri Control, Comfort Distributor — these are meaningful features, 
quality features — and they add up to the big capacity, quiet opera- 
tion and extra moisture removal people are looking for. They’re fea- 
tures you can demonstrate, too, when presenting Frigidaire’s exclusive 


Stereo-Cooling sales story. 


“IT suggest you look the field over, as I have. Shop and compare. I 


think you’ll reach the same conclusion I did: Frigidaire is the Line 99 


is to sell in ’60!” 
0. W. HOLMES \ P) Z As A210 


HOLMES ELECTRIC, INC. 7 . ~ 
Fayetteville. North Carolina \ \ erent icone 








YES—FRIGIDAIRE GIVES YOU the exciting, 


the convincing quality Room Air Conditioner sales story in 1960! 


SEE REO-COOLING 


ROOM AIR CONDITIONERS 


hey surround you with cool, dry, quiet comfort! 








BIG CAPACITY with exclusive Dehumidi-Coil 

QUIET OPERATION with exclusive Hush-Foam Air Guide 
CONTINUOUS MOISTURE REMOVAL with exclusive Hi-Dri Control 
ALL-AROUND COMFORT with exclusive Comfort Distributor 





Just as stereo-sound surrounds you with quality music, 
Frigidaire Stereo-Cooling Room Air Conditioners sur- 


round you with quality comfort... 





Just ask your Frigidaire District Office or Frigidaire Division, 
Dayton 1, Ohio, about the Frigidaire line of Room Air Condi- ny | 
tioners for 1960. And while you're at it, ask about the Stereo- FRIGIDAIRE 


Cooling hot weather sales activity. i=) PRODUCT OF GENERAL MOTORS 


a. 5 


FRIGIDAIRE goes all the way 


TO GIVE YOU UNSURPASSED QUALITY AND MEANINGFUL FEATURES THAT SELL! 
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NEW IDEAS 


MAKE THE DIFFERENCE IN 


RONSON 
PRODUCTS 


“Another first from Ronson! 


New! CFL Electric Shaver. Only shaver with 
“Super-Trim”—separate cutting edge to trim side- 
burns, moustache, long hairs. Rated best* of all 
leading electric shavers. Shaves Closest, Fastest, 
with the Lightest touch because of flexible, micro- 
thin shaving head. Suggested retail: $20.00. 


One year free service on 


all Ronson products. 77 
national service outlets. 


*Certified by York Research Corp. 
Ronson Corp., Woodbridge, N. J. 





Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


tscort. 


OFFERS YOU 


— THESE TWO FEATURES 


L-STEEL RATCHET STRAP 
PTIGHTENER WITH AUTOMATIC 
STRAP RECOIL! 


¥ This new ratchet quickly and easily tightens strap 
around load. When loosened, spring action auto- 
Wanatically rewinds the strap in a neat coil, out 
Ok the way and instantly 
reddy for its next use. A real 
time Yaver! EXCLUSIVE ON 
THE ESGORT! 


FAMOUS ROLLER 

‘\ BEARING 

CRAWLER READ 
This ESCORT f@etura\gllo 
you to roll The | uck 
up and down wit C] 
minimum of time we efforts 
A real back savert. EX@ 
SIVE ON THE ESCORT! 





WRITE, CALL OR WIRE 
TODAY 
For Full Details And 
Descriptive Literature 
STEVENS APPLIANCE 
TRUCK CO. 
DEPT. E BOX 897 
AUGUSTA, GA. 


Escort 


APPLIANCE TRUCKS 


MODEL SRT 
MODEL MRT — All-Stee! 
onstruction 


Magnesium Light! 
Magnesium Strong! 


SOLD ON A MONEY-BACK GUARANTEE! 
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PEOPLE in the 


Norge—Joseph J. McDonough has 
been named a district manager for 
the division of Borg-Warner Corp. 
He will cover central and western 
New York and western Pennsyl- 
vania. 


Bogen Presto Co., a division of the 
Siegler Corp.—Lawrence J. Epstein 
has been appointed sales and mer- 
chandising manager of high fidelity 
and professional products for the 
division. 


Schick, Ince.—Charles T. Holroyd 
has taken over as assistant sales 
manager for the west central dis- 
trict. He joined the company in 
1954. 


Maytag—Alfred N. Onnen has been 
named regional manager for the 
Toronto-Hamilton area. And, R. S. 
Trevethan, assistant director of 
purchases at the home office in 
Newton, Iowa, has retired from the 
company. 


Kelvinator, a division of American 
Motors Corp.—Royal S. Buchanan 
has been named to the new post of 
assistant director of appliance engi- 
neering and research. 


Fedders Corp.—Thomas A. Peck 
has been named general manager 
of the recently formed Fedders Fi- 
nancial Corp., a wholly owned sub- 
sidiary. He was credit manager of 
the parent Fedders company for five 
years. 


Westinghouse—Three merchandise 
managers have been appointed in 
Mansfield, Ohio. Harry W. Cheney 
will handle washers and dryers. 
Charles R. Evans will take charge 
of laundry combos. And Dale C. 
Haynes will manage mobile home 
and pre-fab sales in the contract 
sales department. 


Admiral Corp.—Frank J. Rogers 
has been appointed vice president 
of the company’s commercial elec- 
tronics division. He was _ general 
manager of the division, which in- 
stalls and services Admiral televi- 
sion and radio in hotels, motels and 
restaurants and installs’. special 
communications, closed circuit TV 
systems and antenna equipment. 


Hotpoint—William A. Kissock, 
manager, relations department, has 
left his position for an extended 
leave of absence. He plans to return 
to G-E after his leave. And in the 
division’s refrigeration department, 
O. E. Wolf, general manager, will 
retire June 1. Effective March 1, 
he will become consultant to Wil- 
liam C. Wichman, G-E vice-presi- 
dent and general manager of the 
division. 

In the division’s sales force, Paul 
E. Sullivan, formerly sales manager 
in Boston, has been named Philadel- 
phia district manager. 


Sylvania Electric Products, Inc.— 
David A. Pettigrew has been named 
sales management supervisor, light- 
ing division, New York City. He 
was district manager in the inter- 
mountain area, with headquarters 
in Salt Lake City. 

In the company’s TV marketing 
subsidiary, Sylvania Home _ Elec- 
tronics Corp., Charles H. Belzer has 
been appointed Milwaukee district 
sales manager. 


NEWS 


C. R. Evans 
of Westinghouse 


H. W. Cheney 
of Westinghouse 


Heil-Quaker Corp.—Oliver Fellows 
has been appointed district sales 
manager for the Nashville manufac- 
turer of furnaces and space heaters. 
He will cover Indiana, Ohio and 
Kentucky. 


Ampex—Dale Matheny has been 
named sales supervisor for the 
northwest district of the company’s 
audio products division. His head- 
quarters will be at the Ampex plant 
in Redwood City, Calif. 








DISTRIBUTOR 
APPOINTMENTS 


KOSS, INC.—Maitland K. Smith 
Co., Atlanta, Ga., (as manufac- 
turer’s reps for Georgia, Ala- 
bama, Mississippi, Tennessee, 
Kentucky, North Carolina and 
South Carolina); McDowell- 
Redling Co., Kansas City and 
St. Louis, (as sales agency for 
Iowa, Kansas, Nebraska and 
Missouri). 


COLUMBIA PHONOGRAPHS—Co- 
lumbia Phonograph Distribu- 
tors, New York, N. Y. 


TRANS-WORLD INDUSTRIES, 
INC.—Howard Ball, McKinney, 
Tex., (for the Dallas-Ft. Worth 
area). 


CAPEHART CORP.—G.F.O. Dis- 
tributing Co., Los Angeles. 





DISTRIBUTOR NEWS 


Now’s the time to make reservations 
and plans for the 1960 Electronic 
Parts Distributors Show, May 16-18, 
in Chicago. Since hotel space is 
scarce, Roy J. Schneider, housing 
committee chairman for the show, 
is calling for prompt return of res- 
ervation forms and_ registration 
cards. Something new this year: a 
“blueprint” for exhibitors. The 
three-page bulletin, on its way to 
all exhibitors, lists 48 suggestions 
for participation. It’s designed as a 
refresher for experienced old hands 
and a “first aid” tool for new ex- 
hibitor personnel. 


Apollo Distributing Co., Newark, 
N. J., has appointed Martin Schatz 
district manager for Zenith radio, 
television and stereophonic high- 
fidelity instruments. Schatz will 
cover Rockland County, N. Y., and 
Bergen and Passaic Counties, N. J. 


A distributor symposium is slated 
for March 21 at the first National 
Electric House Heating Exposition 
in Chicago. W. C. Wallis, Jackson, 
Tenn.; Herbert G. Blumberg, De- 
troit; and Phil M. Furbay, Canton, 
Ohio, will speak at the meeting, 
which is sponsored by the National 
Assn. of Electrical Distributors. 





FEBRUARY 15 


1960 


YOU HOLD ALL THE ACES 
WHEN YOU SELL 


ROOM WEATHERMAKERS 


I ; 
he Royal Family of Air Conditioning 








a THE GREATEST LINE IN 
AIR CONDITIONING GRAND SLAM FINANCING 


Power models for the largest rooms. .-- — gree 

prestige models for the finest homes . - - No cash on the line, no down payments, no 
and promotion models for price-conscious interest or carrying charges until next 
buyers . . . twenty-two models in all, from Fall on pre-season orders for Carrier 
a Yo-hp “carry home” Portable to the Room Weathermakers! Just-take delivery 
super-powered 21/y-hp Imperial! All built now, pay when you sell, and cash in on the 
in the Carrier tradition of leadership. And fabulous travel and merchandise awards 
all with more features to talk about than as well. It’s as easy a6 that to get into the 
any room air conditioner in history! profit picture with the Royal Family of 
Air Conditioning. 

















BLUE CHIP INCENTIVES 
FOR EARLY ORDERS 
AND EVERY SALES TOOL 


Your choice of thousands of merchandise IN THE DECK 


prizes, hundreds of expense-free vacations 
py placing your order early and accepting werything eed to send you home @ 
delivery before April 1, 1960. The more di industry's best 
you order, the more you win. And the 
der, the bigger you win— 
ay off nearly double! 








promotional package—full-color literature 
and display materials plus local advertis- 
ing designed to focus the impact of Carrier 
national advertising on your place of busi- 
ness. Find your Carrier distributor listed 
in the Yellow Pages:-° or write to 


Carrier Corporation, rracuse 1, N. Y. 





Anticipate next season Ss movement now, 
order now, and win the jackpot. 
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THE BIG IDEA...IN REMOTE CONTROL 


Here is complete wireless remote control from Westinghouse. Every- 
thing needed for complete home enjoyment is controlled from the 
pushbuttons on the Westinghouse Remote Director. And you can 
demonstrate it right in your store! 

The Westinghouse Remote Director turns TV on and off, adjusts 
volume to any sound level, and switches channels. On the magnifi- 
cent combination models, the Remote Director also controls the 
AM-FM Radio, starts and stops the record player for stereophonic 


Westinghouse Furni 


high fidelity...and even changes records! It’s one of the new, advanced 
engineering features you'll find only in Westinghouse. 

Yes, the big idea in remote control is the Westinghouse Remote 
Director. It puts home entertainment right in the palm of your hand. 
Show it...demonstrate it...and let it help you sell the most beautiful 
furniture you ever watched...or heard. 


you CAN BE SURE... iF ITS Westinghouse 


ure TV“ Stere 


S-TV, ALTERNATE FRIDAYS 
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1960 


FACTORY SALES 
appliance-radio-TV index (1957 = 100) 


RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT+-+ 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 
(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 








LATEST |Preceding} YEAR 
MONTH | MONTH AGO 
122 132 . 
17.8 18.3 16.9 
347 346 315 
290 286 290 
16 30 23 
82.3 92.3 91.2 
165.3**) = 173.2**) —114.2** 
189+) 188+) 17.6+ 
335.14+-4 335.34+) 320.44 
21.9+) 2414+) 260+ 
125.6 125.5 123.9 
65,699 | 65,640 63,973 


A Quick Check of BUSINESS TRENDS 








THE YEAR 
SO FAR 


7.6% down 
(Nov. 1959 
vs. Oct. a 

8.6% u 
(11 mos. 0 


10.5% u 
(11 mos. 1959) 


No % change 
(Nov. 1959 
vs. Nov. 1958) 


14.6% less 
(12 mos. 1959) 


13.0% up 
(12 mos. 1959) 


44.7% up 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.4% up 
(Nov. 1959 
vs. Nov. 1958) 


2.6% up 
(Dec. 1959 
vs. Dec. 1958) 





*New index being used, Nov. 1958 rire not available at present. 


**Figures are for the week ending 
+Figures are for quarters. 
++Federal Reserve Bulletin figures (revised). 


vebruary 6, 1960 and preceding week (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 


|. eT aaa ease ee ones) 
INCINERATORS, Gas 
RADIOS, Home-Portable-Clock 


(production) 
RADIOS, Automobile (production). 


TELEVISION (production)... | 
REFRIGERATORS. | 


RANGES, Electric—Standard.....__. 


Built-in 
VACUUM CLEANERS... 
WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 


| 
WASHER-DRYER COMBINATIONS| 


WATER HEATERS, Electric (Storage)| 


WATER HEATERS, Gas (Storage) 


Nov. 
11 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Dec. 
12 Mos. 


*Week Jan. 29 
*4 Weeks 


|* Week Jan. 29 


*4 Weeks 





*Week Jan. 29 
*4 Weeks 


Nov. 
11 Mos. 


| 

| 

Nov. 

| 11 Mos. 
| Nov. 

| 11 Mos. 
Dec. 

| 12 Mos. 


| Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
| 12 Mos. 


Nov. 
11 Mos. 


Dec. 
12 Mos. 











1959 1958 % 
(Units) (Units) Change 
65,000 59,400 | +45.48 
510,600 | 369,200 | +38.30 
86,529 | 100,726 | —14.09 
905,192 | 823,522 | + 9.92 
48,104 | 47,944) +. .33 
476,583 | 378,676 | +25.86 
65,000 | 59,400 | + 9.43 
699,300 | 548,700 | +27.45 
64,900 | 91,300 | —28.92 
1,142,200 | 1,035,300 | +10.33 
2,600 6,500 | —60.00 
44,300 51,800 | —14.48 
207,869 | 199,713) + 4.08 
720,422 | 728,229; — 1.07 
175,535 95,323 +84.15 
632,318 | 416,362 | +54.09 
141,111 | 128,745 | + 8.76 
524,902 | 457,519 | +14.73 
265,900 | 245,500 | + 8.31 
3,502,400 | 2,829,800 | +23.77 
72,500 | 73,600 | — 1.49 
854,000 | 725800 | +17.66 
71,500°| 55,500 | +28.83 
685,300 | 484,700 | +41.39 
293,818 | 316,965| — 7.30 
3,420,830 | 3,295,047 | + 3.81 
215,338 | 268,049 | —19.66 
2,934,073 | 2,781,038 | + 5.50 
48.898 | 62,471 | —21.73 
899 303 | 891,311} + .90 
14,341 21,662 | —33.80 
196,175 | 168,375 | +16.51 
29,100 | 65,100 | —55.30 
716,300 | 754,900 | — 5.11 
195,400 | 207,300| — 574 
2,957,200 | 2,673,400 | + 10.62 








1960 vs. 1959 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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TIME TO BOOST SALES 





ee 














WITH 
COLOR BACKGUARDS 








: 
Enterprise. | 








NEW! 
NOW! 


BACKG UARDS 
IN G COLORS 


Exclusive with Fretegecde. Centennial Styleline Ranges 


You'll hit a new high in sales with Enterprise Centennial 


Styleline Ranges . . 


. because colorful backguards boost 


business! Every housewife wants the range with the back- 
guard that matches her kitchen and electric appliances! 


They sell! 


Interchangeable backguards come in 6 Decorama colors 
and white for every 36” Enterprise Styleline Range and 
every 30” Enterprise Styleline Range. 


@ Only $1.00 more for Enterprise Ranges with color backguards. 
e@ Great, sure-to-sell feature that'll pull in profits for you. 











Coral Pink 
Canary Yellow 
Turquoise Green 


Midnite Black 
Chinese Red 
Cocoa Brown 


UFETIME PERFORMANCE 





\ 





A CENTENNIAL 
 Stuleline 


LIFETIME Btaury 





ORDER NOW! 


PHILLIPS & BUTTORFF CORPORATION 


NASHVILLE, TENNESSEE 


. 100 ENTERPRISE-ING YEARS 
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CC’s FAMOUS 
CYCLE-SET POWER TIMER 


The first one-button washer timer 

. « Now entering its second 
yeor with an outstanding record 
of proven field performance! 
Amazingly low record of serv- 
ice attention. 


product . 


Every appliance made today can be 
controlled just a little bit better with.. 


Individual components or 
completely integrated sys- 
tems. Whichever are in con- 
trol, you can be sure of this: 
Controls Company products 
are function-mated to the applica- 
tion. Field records show this results 
in extra value that helps sell the end- 
.. and keep it sold! 

Shown here are some of the CC 
controls now helping to make many 
appliance lines just a little bit better 
than competition. 








Write for facts 























TANDEM TIMERS — Drive mechan- 
ism to rear of switch case for ‘‘tight- 
squeeze’’ installation in automatic 
equipment. 


LATERAL TIMERS — Just 2-17/32” 


deep. For washers, 
binations dishwashers, 
matic equipment. 


dryers, 
other auto- 


com- 










SOLENOIDS — Ex- 
clusive double T plun- 
ger means more pull 
for more applica- 








tions. Four types, 
twelve models. 






SNAPAC SWITCHES 
—750 Series (shown) 
for limit, safety in- 
ter-locking, door and 
control switch needs. 





level 


liquid levels. 


PRESSURE SWITCHES 
—Single and multi- 
pressure. 
signed to control 


De- 











































ROTARY SWITCHES 
— Compact 777 Ser- 
ies (shown) ideal for 
appliances, vending 
machines. 





SYNCHRONOUS MO- 
TORS — offer eleven 
speeds, three shaft 
types, two lube sys- 
tems. 



















INTERVAL TIMERS 
—Type 105 (shown) 
for preset appliance 
time control. 





SOLENOID OPER- 
ATED SWITCHES — 
Type 12270 makes, 
breaks two circuits 
simultaneously. 











< 





9601 Soreng Avenue & 









Creative Controls for Industry 


CONTROLS COMPANY OF AMERICA 


SCHILLER PARK, ILL. 


. 
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| TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 


during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 




















































































































48 
46 
44 
42 
” 
@ 
4 
— #0 
4 
s 
aH 38 
* | 
Weekly average for 50 stocks listed below 
34 
32 
OCT NOV NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR MAR MAR APR 
$29H6S3NT MAB h B18 H21 8 6 2S 
STOCKS AND DIVIDENDS 1959-1960 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW | FEB. | | FEB. 8 | CHANGE 
NEW YORK EXCHANGE 
Admiral 29'/2 17 19 19% + Y 
American Motors 2.400 9b], 251/, 78%, 81%, + 2% 
Arvin Ind. IB 36%, 23% 24!/p 24\/4 — WY 
Borg Warner 2 48\/, 37%, 42'/g 43 + UA 
Carrier 1.60 48!/, 345 38/4 37'/2 — w%, 
Chrysler | 72% 50%, 63%, 60% — 3 
Decca Records | 21%, 17 183% 183% —_— 
Emerson Elec. 1.80B 80!/, 48!/5 66% 6934 9 
Emerson Radio .50F 265 12'/g 16 15 — | 
Fedders | 22\/, 16!/, 18%/, 185% — 
General Dy. 2 66!/2 42%, 47 47/2 + IA 
General Elec. 2 997/g 74 8754 88 + ¥% 
General Motors 2XD 58%, 45 487/, 47% — I, 
General Tele. 2.20 85!/g 60 76\/, 77/4 + % 
Hoffman Elec. .66 37 22% 2554 25 — 
Hupp CP. %F 134% 5%, 10% 12'/g ee 
Magnavox | 404% 32% 35, 35% + Ih 
Maytag 2A 44!/ 32\/, 4I 40!/2 — 'h 
McGraw-Edison 1.40 485, 37/4 44%, 43'/, — Ih 
Minn. Mining & Mfg. 1.60 182!/, ltl) 163% 163 — % 
Montgomery Ward 2 53!/2 40!/, 45\/, 47\/, + 2 
Monarch 1.20 24 145 18% 15 — 3% 
Motor Wheel | 23% 16 21 21 _ 
Motorola 1!/2 177 7\/p 154 152'/, — I", 
Murray CP 31% 25% 265, 26 | — ‘A 
Philco 4G 3634 21 30%, 295% — I, 
R.C.A. 1B 73/4 43'/g 60!/g 60%, | + % 
Raytheon 3F 73%, 43!/, 48 467, — Ik 
Rheem .60 30!/, 173% 23% 25%, + 2%, 
Ronson .60 144, 10!/g 10% 10!/, — %*% 
Roper GD 34 8 18l/g 16% — I” 
Schick 17%, 12 15 16 + | 
Siegler Corp. .10E 45!/, 23'/, 33'/, 32% — 
Smith A. O. 1.60A 64 44\/4 47 465, — \% 
Sunbeam 1.40A 67 50 56%, 55'/, — I%, 
Welbilt .10G 8'/z 35% 63% b\/, — \Y% 
Westinghouse El. new 58!/, 48!/, a 49\/, _ 
Whirlpool 1.40 39/4 28 30'/2 30 "/ 
Zenith 1.60 136%, 87'/, 100 100!/, + Ih 
AMERICAN EXCHANGE 
Casco Pd. .30G 9%, 45, 9 8! — ‘bh 
Century Elec. '/2 11%, 9'/g 9%, W/ — % 
Du Mont Lab. 9%/, 6 8% 8%, | — 
Herold Rad. 12'/, 5! 6%, 6 —- 
lronrite .20 8y, 5\/, 7g 7 — ‘kh 
Lamb. Ind. 5%, 3/g 53% 5% _ 
Muntz TV 7% 1% 5% -—) + = 
Silex 10!/g 2%, 8', | 8!/, — 
MIDWEST EXCHANGE | 
Knapp-Monarch vane ai 4y, | 44, owe 
Trav-ler Radio — — 8!/2 8% — ‘kh 
Webcor —_ — | l%y | It + 














A—Also extra or extras. B—Annua! 
tend. E—Paid last year. 
tribution date. G 


e on ex-div 


F—Payable in 
Declared or paid so far this 
dend or ex-distribution date 


rate plus stock dividend. 
stock during 1959, estimated cash value on ex-dividend or 


year. 





n 1959, plus 


stock divi- 


D—Declared or paid 
ex-dis- 
T—Payable in stock during 1958, estimated cash 





ANALYSIS: EM Week’s 50 key 
firms showed a marked decrease 
over the past week. The average 
dropped 1% points. New lows were 
recorded by Monarch and DuMont 
Lab. No new highs were recorded. 
Greatest weekly gains were made 
by American Motors, Emerson Elec- 
tric, Rheem and Hupp Corp. Chrys- 
ler dropped 3% pts., Monarch 3% 





pts. The market, anything but en- 
couraging in the past few weeks, 
suffered a $3.5 billion loss at the 
close of Feb. 8 trading. The think- 
ing that had Wall Streeters antici- 
pating a bullish increase earlier in 
the year is now being adjusted and 
the hope is for a “good” rather than 
“dramatic” uptrend. Westinghouse 
announced a Jan. 4 2-for-1 split. 
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1960 





it LHeOoU:. 
Make More Sales 





With The Name 
More People ‘Trust... 




















IMPERIAL SERIES—Every mode! includes 
a genuine electrostatic filter at no extra cost. 
Sizes from 10,000 to 19,100 B.T.U. 


DELUXE SERIES —High 


of-the-line features. In 1 


H.P. sizes. 





SALES COME EASIER when the room air conditioners you 
sell carry the name Thomas A. Edison. 


Customer confidence is built in. This legendary name, so widely 
known and accepted, establishes the quality far better than words. 
Instantly, your customers know they can put their trust in these 
distinguished room air conditioners. 


And they are never let down. Pledged to merit association with 
this great name, every Thomas A. Edison Room Air Conditioner 
must pass 11 major performance tests, including a grueling 60- 


THOMAS A. EDISON HOME COMFORT APPLIANCES, DEPT. AE-215 
McGraw-Edison Company, Albion, Michigan 


Please send complete information on the new 1960 Thomas A. Edison Room 
Air Conditioners. | am a [_} Distributor Dealer 


ROOM AIR 


capacity at low cost, plus many top- 


Qu Edison. 


CONDITIONERS 


QUIET COMPACT ' 
Cabinets measure only 
for 4 big 1H.P. sizes 
onOl-) amie mme) el-14-) lela) 


Cooling SERIES 
16% deep 


Exceptionally 


PORTABLE~— Delivers 4200 
B.T.U. capacity with full % 
H.P. unit. Ideal for any room 
up to 12’x 15’ in size 


and 2 


minute actual operating test. Each one must earn the right to 
carry the name before it leaves the factory. 


Yet with all this insistence on quality, these room air conditioners 
are priced to be fully competitive, model for model, with any 
others on the market today. And they include an outstanding 
array of exclusive sales features like the incomparable Lectrofilter®, 
the only genuine electrostatic filter available in a room air con- 
ditioner today at no extra cost! 


Mail the coupon below for details of the most valuable new appli- 
ance franchise available today. 








NAME 


COMPANY 


STREET 








Qi Edison. 
Home Comfort Appliances 


Albion, Michigan 
In Canada: 574 Fourth Line, Oakville, Ont. 














ELECTRICAL MERCHANDISING WEEK 


In 
1959 


Kelvinator 
Sales Increased 


3 Times 


The Industry's 
Average 




























This sales success is a clear indication, we believe, that con- 
sumers appreciate Kelvinator’s product policies emphasizing 
usefulness, dependability and economy of operation . . . and 
that dealers appreciate Kelvinator’s franchise policies allowing 
them to apply sound business methods profitably. 


This sales trend is continuing even stronger in 1960. We invite 
other profit-minded dealers to share in these sales increases. 


KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION 


+9 5%* +30.8% DETROIT 32, MICHIGAN 
INDUSTRY KELVINATOR 














Appliance Billings to Dealers 
% of Increase, 1959 over 1958 
*Source NEMA-AHLMA 


























